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An exciting design inspired by the Orient in two titillating transparent color combinations 
on translucent viscon. In shades of blues and green and fuchsia, reds and orange. These 
lovely comuras give you large coverage at little price. 


No. 8861 Blue Snowflake Comura; 18 in. x 90 in. 
No. 8862 Red Snowflake Comura; 18 in. x 90 in. 
Price .. . $3.25 each; $33.00 dozen. 


We are beating the drum in our 


- hut, to PACIFIC COAST 


DISPLAY 
The 1961-65 Civil War Centennial 


brings forth these 
handsome 

battle drums 

in six patriotic 


colors. 


The head and bottom are 
of sturdy vacuum-formed 
plastic and the eagle is 
silk screened on a single 
sheet of plastic. The 
drums are laced with 
antiqued gold cord and 
are delivered assembled. 
They will hold a suit form 


or mannekin. 





No. 5320 

10 in. Battle Drum; 10 in. 
high x 16 in. diameter: 
Price . . . $19.95 each; 
$199.50 dozen. 


No. 5322 

20 in. Battle Drum; 20 in. 
high x 20 in. diameter. 
Price . . . $24.95 each. 
$249.50 dozen. 


No. 5324 

30 in. Battle Drum; 30 in. 
high x 23 in. diameter. 
Price . . . $34.50 each; 
$345.00 dozen. 


Modern adaptations of antique Playing Cards for "high fashion promotions” ...a ‘winning 


straight” for men’s wear ... an ‘ace up your sleeve”’ . 


.. ‘for your King of Hearts” etc. 


Each card in six beautiful colors on 80 pt. cardboard . . . backs painted white to resist 
warping. Conversation piece’ accessories for game room decor. 20 in. x 30 in. 


No. 8863 Ace of Spades 

No. 8864 King of Hearts 

No. 8865 Queen of Diamonds 
No. 8866 Jack of Clubs 

No. 8867 Ten of Hearts 


... $4.75 each; $47.50 dozen. 
Set of five assorted .. . $20.95 


For Valentine’s Day, they may be had in a complete heart flush. 


w..STENSGAARD 
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Salute to the Northwest 
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THE COVER 


For the first time in years we have the 
opportunity to present a small appliance 
display on our cover ... This one is by 
Ed Mitchell, former display director of 
the now closed Ohrbach’s store in down- 
town Los Angeles . . . No doubt the 
cabinet displayer first made its display 
debut in a white sale window . . . There's 
a lot of merchandise in this window and 
some may consider it cluttered, but we'll 
bet it produced substantial sales. 


& 
OUR NEXT ISSUE 


There's a great deal in store for read- 
ers in the forthcoming December issue 
in addition to regular features . . . Of 
most interest will be the complete 
information concerning Spring-Summer 
Market Week, December 4-8 at 
New York City .. . This issue is con- 
sidered a Buyer's Guide of Spring and 
Summer display materials and editorial 
features will stress these seasons .. . 
in the mail November 20 . . . and dis- 
tributed free at Market Week. 


& 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be _ supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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| 
Member 


National 
Association of 
Display Industries 
Ss a 


@: 


Associated 
Business 
Publications, Inc. 


Bureau of 
Circulation 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you shore it with others. 
See that it reaches other executives of 
your organization and the members of 
vour department. 


DISPLAY WORLD 























WHY 
STORES 
SHOW 


Many 
Brosnang 


hiddykins 


THE YEAR 
ROUND 





Surveys of new Suburbans 
reveal that Children’s departments 
are the first to require 
increased space. 








SEE THEM AT DISPLAY HEADQUARTERS 
Mary Brosnan’s collection 
Tw dal-t-16°4-1-) a] ale me ilal-+-) oa ae) OM lab i-lal cm colelell-i6-e 
and boys and girls (all sizes) through age 12. 


SEE THEM ALONG FIFTH AVENUE 
Fe} a 31-16°40 [0] a mClolelelser- lame (<M oa lalal- Mls 1-1-3 a. a Clore 
Saks-Fifth Avenue, Lord & Taylor, B. Altman. 


SEE THEM AROUND THE NATION 
at Marshall Field, Chicago 
Maison Blanche, New Orleans; Burdine’s, Florida 
The May Co., Los Angeles and elsewhere 
Nieman-Marcus, Dallas; Rich's, Atlanta 
R.H. Macy (all stores) and many many more. 





To maintain on-time delivery schedules, 
orders should be placed well ahead of requirement dates. 
Contact your Williams representative. 


498 SEVENTH AVENUE, NEW YORK 18 
Mary Brosnan mannequins, Durabelle mannequins, 
Patina forms, Lumilite displayers, imaginative novelties. 




















Random 
RAYON 


LUCK 


USERS 


SEE YOUR CLAREMONT 
FLOCK JOBBER 
—on write 
CLAREMONT FLOCK CORP. 


Midwest Warehouse and Office 
1440 N. HALSTED ST., CHICAGO, ILL. 


Plant and Executive Offices 
CLAREMONT, NEW HAMPSHIRE 





The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 





The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 





eo, BRR DR RR RR RRS DD SG 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY t, NEW YORK 
EXeter 2-3890 
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YN CONCEPTS IN DISPLAY 


NEW IDEAS AND 


Metallic Acetate 


TECHNIQUES 


PRESENT MORE 


ATTRACTIVE 
DISPLAYS AND 
MOST EFFECTIVE 
RESULTS. NOW, 
INCREASINGLY 


POPULAR FOR 
GOLD, 


SILVER, 
COLORS 
20" x 50" 

IN STOCK 
METALLIZED 
ACETATE 
SHEETS 


CREATIVE SALES 
APPEAL, WE 
PRESENT THESE 
“MATERIALS with 


CHARACTER.” 


ee IS SIC 


FOR CREATING ATMOSPHERE. ALL aa cy 
OUR DESIGNS ARE PROPORTIONED SO FINS 

ms 
6" OR 12" SQUARE IN CON- mss 


THAT THEY CAN BE ORDERED FROM A 
TINUOUS MULTIPLES UP TO @,% 


AS LARGE AS 48" x 96”. 


re 


SEND FOR GRILLE IDEA BRO- 
CHURE WITH ILLUSTRATED USES 
AND DESIGNS. 


LET US SEND, AT NO COST TO YOU, THE PORTFOLIO OF NEW 
CONCEPTS OF DISPLAY. INCLUDED SIZES, PRICES, HOW TO 


ORDER. 


SEND FOR PORTFOLIO 


FRY PLASTICS INTERNATIONAL 8601 So. 


PLEXIGLAS 
& LUCITE 











PES —SQU 
D, HALF-R 
ES. 


roas. 


STAL SQUAR CUSTOM 


RE, SPIRAL, 
ND STOCK 





DRAMATIZE WITH HAND 
CRAFTED CLEAR PLASTICS 
EMBEDDED WITH NATURAL 
FERNS, LEAVES, GOLD AND 


SILVER. 


CREATE EXOTIC 


EFFECTS WITH THIS NEW 


LOW PRICED 


RIGID PLASTIC. 


PLEXIGLAS 


CLEAR, WHITE, TRANSPARENT & OPAQUE COLOR 


ALL SIZES, ALL COLORS, 
ALL THICKNESSES. 


Figueroa 


Los Angeles 3, California 


‘, 























USES 5 SIZES OF 
STAPLES 


Nn 231P 24TP 
Ye" Y,” 

















Displays go up easier and faster with Hansen Automatic Tackers. You 
get jam-free tacking with positive fastening that won’t ‘‘let you down’’. 
Choose from 36 tacker models and 80 staple sizes and get new ease, 
speed and quality in every display or exhibit. For the finest in tackers 
anywhere . . . choose Hansen. 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Avenue @ Chicago 40, Illinois 
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CLASSIFICATIONS 


Women's Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Women's Bathing Suits, 
Beach Wear 

Women's Evening Wear 
Mother's Day Displays 
Children's and Infants’ 
Wear 

Teenage Apparel 

Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Weor 
Men's Sportswear, Bath- 
ing Suits 

Father's Day Displays 
Yard Goods, Curtains, 
Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 
Jewelry, Watches 
China, Glassware, Silver- 
ware 

Toys 

Luggage 

Sporting Goods 

Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards, 
Stationery 

Drugs 

Groceries 

Candy, Nuts 

Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 

Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 
Travel Displays 

Exhibit Booths 

Floats 

Spring-Easter Promotions 
Style Show Settings 
Civic, Institutional 
Thanksgiving, Independ- 
ence Day Displays 
Special Event Promotions 
Christmas Institutional 
Christmas Merchandise 
Christmas Interior 
Christmas Exterior 
National Advertiser's 
Display Units 
Miscellaneous 


ENTER NOW! 


1960 © 


International 


DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1960 is now underway. 


WoORnL 
AWARDS 
FOR 


DISPLAY 


Decide now to take 


part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but | 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 








. Any displayman in the world may enter this con- 


test; it is mot mecessary to be a subscriber to 
DISPLAY WORLD. 


- All entries must be of displays installed during 


the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 


. Entry is by means of one or more unrounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


- Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


WORLD 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 


10. 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 

Judging for the annual awards will be done by an 
outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 











Mail Your Entries 


DISPLAY 


to Contest Editor 


WORLD 


Cincinnati 1, Ohio 


DISPLAY WORLD 








purpose form that can Ww , 
1. a sport shirt or dress shi 
2. a suit coat or sport | 
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Distrioutors List: ART PRODUCTS COMPANY, 1425 Broadway, Detroit 26, Michigan « CROWN DISPLAYS, INC., 400 Weybosset, Providence, Rhode Island 
BALTIMORE DISPLAY INDUSTRIES, INC., 7 S. Hanover St., Baltimore 1, Md. « BENEDICT’S DISPLAY EQUIPMENT, 309 S.W. 3rd St., Portland 4, Ore. « LEO D. BERNSTEIN & SONS, 30 W. 29th St., New York 1, N.Y 
BOSTON BUTTON & DISPLAY CO., Kneeland & Albany Sts., Boston, Mass. + E. B. “JACK CASTLE, 21 W. Main St., Oklahoma City, Okla. - ART R. COHEN COMPANY, 810 Penn Ave., Pittsburgh 22, Pa 
COMMERCIAL DISPLAY CO., 339 S. State St., Salt Lake City 1, Utah - DISPLAY EQUIPMENT CORP., 211 S. Wacker Drive, Chicago 6, II). « EMPIRE DISPLAY MFG. CO., INC., 45 W. 34th St., New York 1, NY 
MORTY FAY DISPLAYS, INC., 853 NE. 2nd Ave., Miami, Fla. - FAYE PERM DISPLAY, LTD., 8 St. Catherine S.£., Montreal, Canada + L. E. HIER DISPLAY EQUIPMENT C0.430 ist Ave.North, Minneapolis 3, Minn 
B. A. JACOBS COMPANY, 855 S. Los Angeles St., Los Angeles 14, Calif. » PAUL LUGGER DISPLAYS, 2781 W. Broad St., Columbus 4, Ohio » MODEL MANIKIN & DISPLAY, 1405 E. McDowell, Phoenix, Ariz 
NATIONAL DECORATORS SUPPLY, 318 N. lilinois St., Indianapolis 4, Ind. « NATIONAL EQUIPMENT CORP., 919 Broadway, Kansas City 5, Mo. - NAYTHONS DISPLAY FIXTURE CO., 909 Arch St., Philadelphia 7 
Pa. « NU ERA DISPLAYS, INC., 808 N. Seventh St., St. Louis 1, Mo. « WM. PRAGER, LTD., 391 Adelaide St. W., Toronto, Canada - ROSS DISPLAY MATERIAL COMPANY, 1409 Seventh Ave., Seattle 1, Wash 
THOMPSON DISPLAY MATERIALS, 117 N. Brevard St., Charlotte 2, N.C. » WRAY-WILLIAMS, 534 Canal St., New Orleans, La. + JAY'S DISPLAY & STORE EQUIPMENT CO, 228 ‘'B’’ St., San Diego, Calif 
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REM ME BE VC ee OE Oe. =~ 
*METALLIC FOIL PAPERS & RIBBONS 
Bright Silver, Satin Silver, Bright Gold, Satin Gold, Red, Midnite Blue, Cerise, 
Ice Pink, Emerald Green, Chartreuse, Rose Pink, Bermuda Blue, Satin Aqua. 
24 ft. x 26” $1.50 rol! 100 ft. x 26” $5.50 roll 
300 ft. x 26 $15.00 rol! 
*Write for free sample booklet, including fancy patterns. 


SATIN RIBBONS METALLIC NON-TARNISH METALLICGOLDOR SILVER 
oo eee is. TINSEL RIBBON ROPE AND TASSELS 


( 

No. 2—? j 16 

No. ye ° ° . ; ; 

Ne. S74" " No. 3-34” 50 yd. P Beautiful Metallic Threads give a soft 

No. Va 2 No. 5—7%” 50 yd. . and luxurious draping effect to these 

: . No. 9—134” 20 yd. . tassels and rop! 
: ; assels anc ping. Excellent for tie 
. 2.50 : No. 16—2” 20 yd. , 
9 ” $ No. 40-234” 20 ry ; backs on drapes or almost any rich or 


PLUS EVERYTHING FO 
YOUR CHRISTMAS DISPLAYS i astiion*sics ces. 


SANTA SUITS to hank) $1.00 yd. 
its are full cut, rich Christmas red extra PROMPT DELIVERY Y%” Dia. Metallic Rope— 


d , Dp pile plush with white plush trim. Red Gold or Silver (48 yds. 
flopp) hat trimmed with white plush band QUANTITY PRICES ON REQUEST to hank) -60 yd 


ind pom pom. White plush belt with brass 12” Metallic Tassel] — 1” 


~ 


buck le Shiny black leather-like legging 

Ic K : he 1@; gzings ,ore—(5 Silve ‘ 
trimmed with white plush. Suit is com rapeseed oxdes cntaiens 
< | ; od T “ 

pletely lined 6” Metallic Tassel — VY 

Large size only, complete outfit $55.00 * ee Bore—Gold or Silver 2.75 ea. 


Flannel Santa Suit with Plush Trim. 12.50 
. < . ‘ : 4 : i . 277 N > : . ce Dense - 
hite Wool Wig and Beard Set 3.7 or — sonnteadiiueen 2.50 e: 
iran Wig and Beard Set ; ae 


Nylon Wig and Beard Set ae PENN AVE. ° PITTSBURGH, PA. 2” Dia. Metallic Rosette— 


orduroy Santa Suit with Plush Trim Gold or Silver 1.75 ea 


ax 


unusual dramatic effect. 








Make your plans early and effective for 


SPRING, EASTER & SUMMER BUSINESS 


through the Advertising Pages of 


DISPLAY WORLD'S 
MARKET WEEK SPECIAL 





December Issue — Out November 20 


Closing Date November | 


' a “a “ay = “ay he ah" “we . : “yyy” a " 


Distributed during the NADI MARKET WEEK 
December 4-8 Vi N 
Trade Show Building — New York City , ) 

\ 


AWA 


DISPLAY WORLD 
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item itt) ae -ae displays...more inviting! 








Ready-to-wear area 
Sears magnificent Pasadena Store 


“fame the SUN” 


RPAQUE 


TRANSPARENT WINDOW TINT (ORIGINAL FORMULA) 


NOVEMBER, 


The science of chemistry solved the problem of expos- 
ing merchandise to sunlight with safety, increased 
effectiveness and greater economy. 


Developed in sun-drenched Southern California Solar- 
paque Transparent Window Tint is applied on existing 
windows with an unqualified guarantee for durability 
and performance. 


For WINDOW DISPLAYS! From 12 Solarpaque Colors, 
with scientifically measured filtration values, we rec- 
ommend Solarpaque ABI-3034 Natural Amber, which 
filters 97% of the Sun’s ultra-violet fade damaging rays. 
Natural Amber Solarpaque accentuates the display and 
beauty of merchandise—provides uninterrupted day- 


IMPERIAL SOLARPAQUE CORP. 


3333 West Olympic Boulevard Los Angeles 19, Calif. 
Agencies in principal cities 


1960 


light visibility. Eliminates awnings, blinds, curtains. 
No maintenance expense. Normal washing of windows. 
Applied only by trained professional applicators. 


A copy of “Tame the Sun with Solarpaque” is yours for 
the asking. It answers many questions. Send for a copy. 





N 


IMPERIAL SOLARPAQUE CORPORATION 
3333 W. OLYMPIC BLVD., LOS ANGELES 19, CALIF. 


Please mail copy of “Tame the Sun 
with Solarpaque:’ 


NAME 





COMPANY 








ADDRESS 
CITY 











Comumeanrc sc. Ser aa 








“SPRINGTIME 
IN ROME” 


ALITALIA 


AIRLINES 


ATTENZIONE! 
A PHOTO CONTEST OF DISPLAYS SUBMITTED AND JUDGED 
BY DISPLAYMEN DURING NADI MARKET WEEK! 


LIRE TO THE VICTORS! 


First Prize — 180,000 Lire ($300) 
Second Prize — 120,000 Lire ($200) 
Third Prize — 60,000 Lire ($100) 


Fourth to 
Tenth Prizes — 30,000 Lire ($ 50) 


EASY TO ENTER! 


1. Any Displayman representing a retail establish- 
ment located on the North American continent is 
eligible to enter 


2. Simply select photographs of two 1960 Spring 
or Summer Display windows, exteriors or interiors, 
identify the photos and mail them in cardboard 
reinforced envelopes to the NATIONAL ASSOCIA- 
TION OF DISPLAY INDUSTRIES, HOTEL GOVERNOR 
CLINTON, NEW YORK 1, N. Y. 


3. Photographs should be 8 x 10 inches. Photos 
that do not approximate this size will be disquali- 
fied. Photos must be black and white glossy prints 
and unmounted. On back of photo show name of 
entrant, store, city and state 


4. No photographs will be returned unless the 
sender encloses a stamped, self-addressed enve- 
lope, photo size. Deadline for receiving entries 
will be November 30, 1960. 


5. Two photographs may be submitted by each en- 
trant. No entrant can win more than one prize. In 
case of a tie, a drawing will be made to select the 
winner. 


6. Entrants need not be present during Market 
Week to participate. 


7. Photographs will be on view at the New York 
Trade Show Building during December 4 through 6 
of Market Week. Photographs will be numbered 
and the number, which will appear on the face of 
the photograph, will serve as identification for 
voting purposes. Store names appearing on photo- 
graphs may be blocked out, at the discretion of 
the sponsors, to provide the greatest possible ob- 
jectivity in the vote casting 


8. Votes will be cast by white badge registrants 
namely, displaymen, free lancers and retailers, 
visiting our photo gallery during Sunday, Monday 
and Tuesday of Market Week. Winners, ten in all, 
will be announced Wednesday, December 7th. 


WIN FAME AND LIRE! SEND PHOTOS NOW! 
Join in the NADI Serenade to Rome—Dec. 4 to 8—N.Y. Trade Show Bldg. 


Executive Offices: NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
HOTEL GOVERNOR CLINTON — NEW YORK 1, N. Y. 
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SILVER GLASS 


TINSEL 


Unmatched for brilliance . . . unequalled for 
sparkle ...andnow, TARNISH-PROOF to 
protect its lustre after continual exposure. 
Potters Silver Glass Tinsel —the truly eco- _ 
nomical tinsel for all your applications. For 
a brilliance and sparkle that lasts indef- _ 
initely, use Potters Tarnish-Proof Silver _ 
Glass Tinsel. In sizes from 10 to 50. 


f- : 
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Hands breaking out in a rash? 


Le 
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Scalp feel like its lifting off? 
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You may be allergic to 


standard or regular M. E. K. (methyl ethyl ketone) 


So why not switch to B W 4 Star ****, extra mild, fast drying activator (softener 
dunk) . . . What's more, it contains a special fungicide which prevents “dry rot, 
mildew and bacterial action." ... a must for your outdoor displays .. . It's milder 


in odor... easier on your hands... and just pennies more... works with all Colloid 
treated fabrics. 


DIP IT! SHAPE IT! CAST IT! DRAPE IT! 


FOR DISPLAY OR MARINE USE — The Improved Versatile 


NON-FLAMMABLE® AND EXTRA MILD, FAST DRYING 
BW 4 STAR «> activator 


{softener dunk) 


Sold with a Money Back 
Guarantee .. . If you don't 
agree it’s the best...Return 
it Collect. 


"“SCULPT-O-FAB" and B W 4 Star is easier to handle... has its own built in adhesive . . . seams 
and blends better, because it has more stretch... dries in 30 minutes to a shell like hardness . . 
Lightweight ... waterproof ... weatherproof... unbreakable. 


Versatile “"SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof- 
ing hulls, from prams to ocean liners . . . Sold to the display field or marine field at no change in price. 


Only “SCULPT-O-FAB" can advertise these claims 


*specify nonflammable when ordering ‘SCULPT-©-FAB"' 


ORIGINAL DISTRIBUTORS OF COLLOID TREATED FABRICS FOR DISPLAY USE 


156 7th AVENUE, 
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DISPLAY WORLD takes pleasure in presenting its readers with this 
special Salute to the Pacific Coast States. In doing so, we 
also welcome to this group two new states that would have have been 
omitted a few years ago, Hawaii and Alaska. 


There is no common denominator of display that would apply to all 
five of the states. Each is as different and distinctive as imaginable. 
In all of these states, as our editorial features will point out, 
display mirrors the attitudes, desires, cultural influences and mode 
of living of the people to whom it makes its appeal. 


Although we think very highly of the caliber of display 
exemplified in the content of this issue, we'll refrain from any 
"buttering-up”" statements and let you draw your own conclusions. 


It is not easy to organize such an issue as this. There are so 
many frustrating decisions necessary --how to be fair to the 
contributors and yet have the finished issue reflect the proper 
perspective and impartiality. We hope you approve of our efforts. 


From the reports read, store principals and superintendents of 
the Frederick Atkins group received many words of wisdom during their 
recent regional meetings throughout the country. <A couple comments by 
speakers at two of the meetings deserve mention here. 


At St. Louis, William E. Heaton, vice-president and general 
merchandise manager of Scruggs-Vandervoort-Barney, St. Louis, 
recommended five points of what he termed "a creative promotion program 
to support fashion and quality merchandising." Number four on the list 
said that a much higher percentage of promotional money must be spent 
in sales promotion areas other than direct newspapers. He singled out 
fashion shows, personal appearances, sponsorship of charity events, 
import promotions, window displays and direct-mail. 


Raymond K. Munsch, vice-president and operations manager of 
Miller & Rhoads, Richmond, Va., said a few things at a similar meeting 
at Boca Raton, Fla., that could be misinterpreted or at least need more 
explanation. He told his audience, "More attention is paid to decor, 
sales area and appearance of our buildings than to the concept that we 
ought to be building a selling machine with skilled consultation on all 
problems affecting the completion of the actual sale." He stressed that 
the panic button is usually pressed after the store is opened, when 
it is discovered that perimeter stockrooms are insufficient, dock space 
lis inadequate, and materials handling equipment consists "largely of an 
elevator." 


Correct me if I'm wrong, but I don't believe Mr. Munsch meant to 
imply that decor, sales area and appearance are less important to a 
store and deserve less attention than the other facilities he mentioned. 
What I believe he meant -- and he did imply this elsewhere in his speech -- 
is that these should receive more attention than at present in the 
planning stages, even before the architect approaches the drawing 
board. No one would disagree with that. (Please turn to page 66) 
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Veda’s romantic 


SOUTHERN BELLES 








You, too, can step up to Bergdorf fashion- alertness 
and be “first with the finest!” Choose shapely 
Southern Belle mannequins for your next important 
fashion presentations ... their vibrant beauty and the 


way they wear clothes will win your heart and win 


praise for your astuteness in choosing them! aes 


Write today or phone Veda, our fashion coordinator, in Saint Louis (GArfield 1-2170) for photo- 
graphs ..or to place sample order...of the new Southern Belles as selected by Bergdorf Goodman. 


In New York, visit our showrooms at 11 West 42nd Street to see the new Southern Belles 


and meet our Consultant, Ed Cranston ... or telephone him at LOngacre 5-6610. 


beau monde 


Mannequin Division, American Fixtures Inc., Saint Louis 3, Missouri 
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MAGNIFICENT RC MAN. G ARDENS 


COME TO CXXXVI WEST XXIV STREET 
AND SEE THE GARDENS OF THE WORLD 


The HEDGES, TOPIARIES, PLANTS, FLOWERS, TREES, 
and SHRUBS found in the gardens of the world can be seen 
during your New York visit... at our beautifully enlarged 
Showrooms ...a complete garden setting ... or do it your- 


self with the huge variety . . . and all budget priced. 


DECORATIVE PLANT CORP. 


136 WEST 24th STREET, NEW YORK, N. Y. 
*WIN A HOLIDAY IN ROME DURING MARKET WEEK — SPONSORED BY N.A.D.I. 








Salat 


Vice-President, Meier & Frank Company, 
Manager, Meier & Frank's, Salem, Ore. 


to the Northwest 


By GERALD W. FRANK 





“Looking at the changing pattern of life in the great 
Northwest, it would seem that the challenge of merchan- 
dising is greater than ever . . . The merchant and the 
organization blessed with imagination and enthusiasm are 





—Shown are displays 
by Art Paulson, display 
director of Meier & 
Frank, Salem, Ore... . 
At top is garden effect 
for early spring fashions 
with white wrought iron 
against white moire 
walls . . . Right, intro- 
duced fake fur costumes 
with matching animals 
in each of eight college 
windows . . . Below, 
spring interior using 
more than 48,000 pink 
carnations and peonies 
in ledge and column 
trims, and 16 plantings 
throughout the store— 
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going to be the ones who succeed." 


EK in the Northwest are optimistic — optimistic because we 

strongly believe that our area is truly one of the last 

frontiers for growth in these United States. Why do we 
believe this? Because we have so much to offer in our region. 

We have the basic raw materials that are necessary to assure 
future economic growth. We have great stands of timber and 
large quantities of minerals. 

We have huge sources of power, wonderful transportation fa 
cilities and a highly skilled labor force. 

But most of all, we offer something that no other region can 
match — unexcelled joy of living. We believe that nowhere in the 
world can one match the opportunities for full enjoyment of life 
that are offered in the Northwest. 

Secause of our recent growth pattern, we believe that we are 
going to play an even more important part in the style-setting pace 
of our country. 

The old adage of food, shelter, clothing as the necessities of life 
has now changed to food, shelter, LEISURE, and clothing, in this 
order. 

This completely new way of living has caused a complete revolu 
tion which makes for a new concept in merchandising and buying 
and displaying tashion items. 

I would like to discuss for a few moments several of the inter- 
esting new changes in demand for fashion merchandise and why 
these changes are coming about in the Northwest. From these 
observations, it will be seen how fashion merchandising and pre- 
sentation must be changed in order to keep abreast of these new 


~~" EMPHASIS ON SLIMNESS 


Many toods that were formerly bought seasonally for reasons 
of “health” are now consumed over longer periods of the year 
Light-weight apparel is now considered adequate for good health 
for longer periods. The great emphasis is slimness and the dieting 
tad has had broad effects on the buying pattern of the general 


public. 
EMPHASIS ON WEATHER CONTROL 


We are getting remarkably close to almost perfect control ove: 
the weather — indoors, and in all parts of the country. Year-round 
air conditioning is now practical in homes, offices, factories, whole 
saling, and retailing. This has a profound impact on seasonal re 
quirements for merchandise. 

Similarly, we are now getting remarkably close to almost pertect 
control over the weather outdoors. This is a tabulous develop 
ment of gigantic import to retailing. Mass transit of all kinds, from 
railroads to busses, is turning to year-round conditioning. The 
automobile, within a very few years, that is not “conditioned” tor 
year-round driving will be as obsolete as the 1957 car that has nm 
power steering or power brakes. Stores without doors (using at! 
control devices) also symbolize this trend. So does the new concept 
of entire downtown areas with controlled outdoor climate regula 

(Please turn to page 28) 





N spite ot the large area covered by Wash- 
ington and Oregon most of the commercial 
is centered around the three cities 


Portland. The former 


ACTIVIT\ 
| 


of Seattle. Spokane and 


two cities. often reterred to as the twin cities 
of the Northwest. have 
that 


seat Irom any « ‘a in 


long been outstanding 
need take no back 
With the 


Shopping { enter 


citadels 
the country. 

new loyd 
Py rtland, 
in the past, will be destined for 


opening ft thr 


the display picture at certainly 
above averag 
rapid improvement. To give us a trank report 
status of display in the Northwest, we 


out- 


on the 


cu stions to three 


: | 
post (| 


have specinc 


standing display directors, one from each city 
Howard Schne ider. Lhe Crescent. 
Spokane; Joseph T. Sjursen, Frederick & 
Nelson, Seattle, and William Palmer, Meier & 
Krank, Portland. Here are 

their answers 


What is the 


your 


They AT¢ | 


the questions and 


attitude of management towards 


display in area as well as your par 


ticular store 


Schneider: There is an increasing aware 


ness on the part of management of the 1m- 


portance of display as an advertising and 


selling medium, and of its singular value as 
and quality-building medium. 

attitude of 
hoth 
imaginative as it pertains to the role of dis- 
store's management team. Major 


reliance on 


a prestige 


Sjursen [he general manage- 


ment towards display is realistic and 


play on the 


stores place great display to 
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Displaymen 


Voice Future 


of Northwest Displays 


These recognized display authorities discuss the 


questions you would like to ask them in-person. 


Their answers are frank, to-the-point and opti- 


mistic of the future for their profession in 


Washington and Oregon 


acquaint the public with the character of the 
store and its merchandise and realize the value 
of advanced display methods and techniques. 
Palmer: The same situation as Mr. Sjursen 
mentions applies to Portland. May I add that 
this attitude of management applies equally 
to freedom of ideas as it does to a recognition 
that display builds 
What are the 
talented displaymen in your area? 
tremendous 


prestige tor the store. 


opportunities for young 
Schneider: There are 


tunities for displaymen who have a good know- 


Opp iT - 


ledge of merchandising and display. They must 
also be aware of profits and budgets. In other 
words, they must be good business executives. 
Within the framework of manage- 
desire on the 
and fresh 


Sjursen : 
attitude and with the 


executives for new 


ment’s 
part of display 


—Three photos at top of page show the display 
ingenuity, versatility and superb technique of 
‘oseph T. Sjursen, display director of Frederick & 
‘elson, Seattle, Wash. . . . Spring flowers and 
foliage provide a natural setting for children’s 
wear in the Easter display at top left... "The 
Silk Shirtwaist Dress'’ is presented in a simple, 
yet effective, corner display, at top right, that 
puts across the idea that dresses on mannequins 
can provide just as effective ‘style show’ in a 
window as live models on a stage . At left 
center is an open uncluttered presentation for an 
open-back window, still not sacrificing the need 
for dramatization of the "Vogue Americana” 
theme— 


ideas, there definitely is opportunity for talented 
young displaymen. In _ Seattle, display is 
covered by a union contract with department 
stores and specialty stores. This contract pro- 
vides a three year apprenticeship to become a 
display journeywoman. This 
does not preclude the rapid advancement of 
people with talent and initiative. They can be 


advanced as fast as their superiors deem de- 


journeyman or 


sirable. 

Palmer: In Portland, 
involved for displaymen so that the individual's 
abilities are rated by the display director and 
the store, and advancement can be as rapid 
also as the individual can attain. Opportunities 
for younger displaymen are improving with the 


there is no union 


expansion of display departments to meet the 
needs of shopping center branches as well as 
downtown outlets. 

What is the quality 
throughout the area? 

Schneider: With the increasing competition 
on the price level, every store, large and small, 
is becoming more aware of the value of good 
display. | would say that small stores watch 
the larger stores closely for ideas they can 
use and develop in their own windows. 

What are the local sources of display 
trainees? Are any local schools, colleges teach- 
ing display ? 

Schneider: Unfortunately, there are no 
courses offered in or near Spokane other than 
interior decorating and design. 


of displays generally 


DISPLAY WORLD 





Sjursen: In Seattle, trainees are provided 
education in display in the various display 
departments. There is set up between our 
local advertising club and the city schools and 
universities a lecture program by display 
executives and personnel of the large stores 
to provide not only an interest in display but 
some working knowledge of display to the 
students in retail classes, marketing and busi- 
ness administration classes, also, on request, 
to various art groups. 

Palmer: In Portland, there is a program 
now underway to teach display techniques 
through several of the Little Theatre groups, 
a very intriguing and unique idea. 

Are there any display trends in your city 
that sets it apart from the rest of the area? 

Schneider: The retail merchants in Spokane 
have inaugurated an outdoor fashion show for 
fall that has attracted several thousand shop- 
pers to the downtown area. We will probably 
have another event for spring. We close the 
streets and give them a good show. The dis- 
playmen have created the setting and taken 
over the physical production. 

Sjursen: | believe there is a greater interest 
and application of display to underdeveloped 
areas of the stores’ interiors than applies to 
most cities throughout the United States. 

Do you have any problem in securing dis- 
play materials? What percentage of your pur- 
chases are made from firms located on the 
West Any delivery problems? 

Schneider: Our only problem in securing 
display materials is the terrific freight costs 
from the East and also from Calitornia. 

Sjursen: As far as securing display mate- 
rials, our remoteness from the normal sup- 
pliers of these materials poses no problem. 
About 60 per cent of our materials here in 
Seattle are purchased on the West Coast. 

Palmer: The same situation applies to Port- 
land. I would say our West Coast purchases 
run slightly in excess of 40 per cent. 

What your 


Coast ? 


percentages of annual budget 


(Please turn to next page) 
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—The displays on this page are examples of the 
outstanding ability of J. Howard Schneider, dis- 
play director of The Crescent, Spokane, Wash., 
top winner in the 1959 International Display Con- 
test sponsored by DISPLAY WORLD .. . The two 
photos at right are from his Fashion Pink promotion 
of 1959 and show how coordination of the theme 
was carried out from windows to interior . . . The 
corner window used a setting of pink rattan houses, 
pink trees and potted pink geraniums ... Manne- 
quins wore pink yarn wigs corresponding to their 
dresses . . . Overhead lighting of pink spots further 
enhanced the summer coloring . . . The escalator 
scene duplicates the effect with the pink yarn wigs 
and pink dresses and pink yarn stretched from floor 
to ceiling in an interesting abstract pattern... At 
bottom is the "Easter Fashions Abloom!"’ display 
that won the Gold Medal in that contest category 
in 1959 . . . Background metalwork was sprayed a 
muted blue . . . Spanish moss hung from the 
louvers with a large planter-bird cage centered. 
The focal point was the fountain banked with 
ferns, scheffeleria, caladium and azaleas. Manne- 
quins, dertly clad in their Easter ''Navy"’ captured 
the realism of a truly enchanting Easter setting— 





SALUTE TO THE NORTHWEST 


(Continued from page I7) 
tors huge arcades that will be cooled in summer, heated in 
winter 
\s our population spends less and less time in extremes of tem 
perature and humidity, it will spend less and less for merchandise 
made to conform to the requirements of extremes in temperaturé 
and humidity 


EMPHASIS ON KNOWLEDGE 


We have a more intelligent public; a more sophisticated public. 
We have a public with a greatly-increased buying power. We have 
a public who go more places, do more things, than they did 20 short 
years ago. We have a public more receptive to new concepts than 
has ever been true of any great mass of people at any time during 
the history of civilization. It required over 100 years to switch the 
public from comforters to blankets, but it has required less than 
10 years to switch the public to electric blankets! 


EMPHASIS ON TRAVEL 


| don’t mean just travel to Europe I mean India, Africa, and 
the Near, Middle, and Far East! All have been brought into out 
homes; into our daily conversations. Jet flights have made the 
world smaller 

Inevitably, this must have an impact. Just look at the clothes 
and products from all over the world that are being displayed in 


~--s EMPHASIS ON LEISURE 


very politician who wants to sound “long range” these days 
talks about the coming 30-hour week. It’s obvious that automation 
and resultant increased productivity are bringing about a revolu 
tion in leisure 


We don't know exactly what effects in tempo of life this really 


great change will have, but a three-day weekend or a six-hour day 
is certain to influence strongly our social habits and our patterns 
of consumption. Playclothes, sports clothes, and sports equipment 
will be needed to outfit Mr. and Mrs. Riley to live the new “Life 
of Riley.” 

“Do it yourself” will blossom more than ever. Hobbies, painting, 
gardening, even sewing and needlework will all increase. The 
Northwest is truly the Nation's “do it yourself” playground 


EMPHASIS ON SENIOR CITIZENS 


In this feld there are lots of foreseeable changes ahead. On 
especially stands out more older people. About ten years ago 
one person in twelve was over 65. In less than twenty years, we 
estimate one in five will be over 65 

In numbers alone, this means the development of a new market 
And with the continuing miracle ot medical research and improved 
care, 65 is a lot younger than it used to be, thus adding consumer 
psychology, too, to this new enlarged market. This is especially 
important in the Northwest, with the development of numerous 
retirement homes 

Looking at the changing pattern of life in the great 
Northwest, it would seem that the challenge of merchandis- 
ing today is greater than ever. The merchant and the 
organization blessed with imagination and enthusiasm, are 
going to be the ones who succeed. 


—Shown on these two pages are additional examples of the displays 
being seen throughout the Northwest states of Washington and Oregon 
_. . At top are two by Bill Palmer, display manager of Meier & Frank, 
Portland . .. Both were for the Fall Opening of 1959... At bottom is 
one of this year's Fall Opening windows by William G. Rudy for Lip- 
man's, also of Portland . . . High-fashion clothing in wheat tones were 
featured on one mannequin in each window ... Walls and floor were 
painted a yellow-wheat color and platforms and steps were covered in 
beige felt... Panel was wallpapered with a white-flocked-on-white ground 
paper and flanked by the moulding frames sprayed gold . . . Arrange- 
ments on the panel were built around electrified gold wall brackets and 
gold cupids and used natural wheat, green grapes, silk autumn leaves 
and tangerine-colored velvet ribbon . . . Panels stood out from the back 
wall enough to conceal two amber-filtered floods that lighted the 
back wall— 


DISPLAYMEN VOICE FUTURE 
OF NORTHWEST DISPLAYS 


(Continued from page 19) 
is spent on Christmas display - 

Schneider: I would estimate 10 per cent or 
more of our annual budget is spent on Christ- 
mas display. It is difficult to say, since some 
purchases are made for September or October 
delivery that will be used for Christmas. The 
budget is probably in line, since October, 
November and December are usually the peak 
volume months. 

Sjursen: Our percentage in Seattle is about 
26 per cent. This is probably lower than in 
many cities of comparable size. Two of the 
largest stores in Seattle maintain substantial 
display shops in which most of the Christmas 
things are produced. 

Palmer: Approximately 30 per cent of our 
annual budget goes for Christmas. Few stores 
build their own Christmas displays. 

What is the largest annual promotion other 
than Christmas and what percentage of the 
total display budget is allocated ? 

Schneider: Easter is our largest promotion 
other than Christmas as far as the budget is 
concerned. We combine flowers and fashions 
every year for a three-week period before 
Easter. 

Sjursen: Our largest annual promotion 


DISPLAY WORLD 





—At right, is an interesting Children's Easter display 


which was placed in an extremely narrow window by 
Display Director William F. LaVergne of The Bon 
Marche, Spokane . . . The use of grass mats and 
natural green plants created a perfect foil for the 
pastel-colored Easter dresses and the boys’ spring 
attire . . . Additional color was given through the use 
of a yellow fountain and colored Easter Egg tree .. . 
Below, also by Mr. LaVergne, a single French head 


wearing a hat and three other pieces of millinery were 
placed in the backdrop as in a picture frame .. . The 
use of Easter lilies was a point to tie all the Easter 
windows together . . . At right center is a rather 
unique jewelry store display by Weisfield's, Tacoma, 
Wash. ... Mrs. Eleanor Guelfi, display manager, fea- 


tured Lisner gold jewelry with accents of purple, green 


and cerise . . . Large palettes conveyed the messages 
that stressed the fashion applications of the jewelry 
. . + Tags around the necks of small green birds at the 
window front reminded shoppers to "Be an early bird 
shopper this Christmas with a gift of Lisner jewelry"— 


other than Christmas is a week called Au- 
gust Open House which occurs during 
Seattle’s Seafair Week and for which we 
allocate a budget of about ten per cent of 
our annual amount. This event is not shared 
by other Seattle stores, so cannot be 
sidered typical. 

Palmer: Portland’s city-wide spring and 
fall openings are the biggest activities other 
than Christmas with about 7 per cent of the 
budget going for spring and 5 per cent for 
fall. Other stores probably will agree with 
these figures. 

Is shopping center expansion as rapid as 

? Is downtown keeping pace? 


con- 


in other areas? 

Schneider: Shopping center expansion is 
very rapid in Oregon and Washington. 
Downtown remodeling in our city is being 
given serious consideration with a $100,000 
study and survey now in progress by Ebasco 
Services. 

Sjursen: Shopping center expansion is not, 
[ would say, as rapid as it is in California. 
Bellevue, one of the earliest centers in the 
United States, has progressed continuously 
and is now servicing a large area east of 
Lake Washington. Likewise, Northgate, serv- 
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icing the north end of Seattle, has advanced 
rapidly since its early beginning. The Bon 
Marche is a dominate factor at Northgate 
as is Frederick & Nelson in Bellevue. 

Palmer: Of course, Portland is now proud- 
ly boasting that Lloyd Shopping Center is 
the largest in the country, accommodating 
as many as 8,000 autos. It has very fine 
architectural detail and high caliber of store 
design in general. Otherwise, there are few 
large centers. 

Is there an active display club in your 
city? If not, do the displaymen ever have 
opportunity to get together? 

Schneider: We have no display club. We 
meet occasionally to work and plan com 
munity projects such as The Champagne 
Ball, parades, style shows, etc. We cooperate 
very well together on these occasions. 

Sjursen: There has been display club ac- 
tivity in Seattle but most of this was prior 
to World War II. Since then there has been 
only sporadic getting together of display 
executives and it seems hard to interest the 
young or newcomer to display in a group. 
However, we do get along well together. 

Palmer: The only time display people get 


together is a once-a-year party given by 


local display resources. There is, however, 
a fine cooperative and friendly spirit between 
all display directors. 

Would you consider your general publi 
to have high standards of taste and tashion 
consciousness ¢ 

Schneider: Our general public has high 
standards of taste and fashion consciousness 
We have no “under-privileged” problem and 
no racial problems. Earnings are substan 
tially higher than the U. S. average 

Sjursen: Naturally, we do consider that 
the people here in the Northwest do have 
high standards of taste and 
sciousness, the equal of any area in the U. S 
We flatter that this 
taste has been influenced by the caliber of 
display in these cities. All of us in _ the 
Northwest are confident that display is on 


the threshold of greater service to managé 


fashion con 


ourselves somewhat 


ment and our own public. 
Palmer: Everyone that 
other parts of the country is amazed to find 


visits us tron 


the taste level and style interest at such a 


high level. Maybe that’s why they all want 
to stay—and many do 


21 





pprvine north from the border of Mexico, our 
first major commercial oasis, of course, is San 
Diego. (See page 68.) As this is a trip of only 
a few miles, we still are unburdened with car 
fatigue and zip right through the downtown area 
and shopping centers, and quickly get on the 
direct freeway for Los Angeles, 120 miles away. 

From there our itinerary took us to the San 
Fernando Valley, which we found as beautiful as 
the song that fella sings about it being his home. 
And that put us in direct position for our next stop, 
Bakersfield, 90 miles north. This is the first major 
city in the San Joaquin Valley on our itinerary. 
There were two more for us to see before we left 
for the state capital, Sacramento. (See page 54.) 
They were Fresno and Stockton. 

After viewing the retail establishments in the 
capital city, we drove to Oakland. Then by crossing 
the Bay bridge, we arrived in San Francisco, and 
considered this enough traveling for one article. 

We saw many beautiful stores in all these cities, 
and many effective displays, of which, these are 
a few. 


BARKER BROS., LOS ANGELES (right) 
Fred Bower 

Japanese oil paintings in tones of red, orange and 
black received a native setting by Mr. Bower. Teak and 
bony turniture and oriental rugs and accessories as a 
group materialized into a scene of exotic beauty. An 
unusual balancing of the paintings shows a cultivated 
talent in room arranging. Note the smallest one on the 
right side of the wall, the largest in the center and the 
three medium ones on the lett blend into a perfect com- 
osition of balance 


BLUM'S, SAN JOSE (left) 
Paul Garnier 

A casual atmosphere for “New Spring Casuals” 
is accomplished by the addition of several tree 
branches in the act of sprouting leaves ... The 
rattan wheelbarrow, shovel, etc., symbolize the 
need for the proper attire by early spring gar- 
deners. Neat price tags accompany each item. 


Along the California 
Display Trail 


By DICK JACHIM 


ROBERT MAGEE FURS, OAKLAND (left) 
Hal Fiske 


Keyed to the opening of 1959 Winter Olympics in Cali- 
fornia’s Squaw Valley, mink coats and jackets were draped 
over ski pants-clad mannequins. Several pair of skis lean- 
ing against the wall or held by mannequins complete the 
scene. Wuindow drew lots of attention and stimulated a “big 
increase’ in in-store traffic during a normally slow season. 
Notice overhead strip fluorescent lighting coupled with inset 
incandescent bulbs for high intensity illumination, yet with 
low heat to protect furs. 





SAKS FIFTH AVE., BEVERLY HILLS 
{above) 
Art Alvarado 

The “Safinia” collection received a deserv- 
ingly elegant treatment. A scuiptured feel- 
ing was produced by giant tassels flared to 
the rhythm of that in the costume. An 
attractively coiffured and dramatic pose of 
the mannequin transformed her into a 
goddess of beauty complementing her ex- 
quisite attire. A beige moire background 
and a rich satin banner modestly limited to 
the word, “Safinia,” in the foreground com- 
pleted this reverence in elegance. 


SOMMER & KAUFMANN, 
SAN FRANCISCO (right) 
Sollie White 


A complete bank of windows contained minia- 
Howers, 
representing famous landmarks of San Francisco 
Kach float was for a brand of 
shoes and all floats led to the entrance of the 
This was a wonderful way to portray the 


ture floats made of different colored 


and the world. 


store. 


Faster Parade. 
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HAGGARTY'S, LOS ANGELES (above} 
Alex Abram 


The touch of the dramatic continued in 
Los Angeles. In this case, millinery re- 
ceived the spotlight. An atmosphere of 
elegance created by a white Austrian drape 
in the background, an avalanche of hats and 
white and gold striped boxes composed the 
scene. In the center of it, though practically 
engulfed, a delighted appearing mannequin 
is having a gay time trying to make a choice. 
Purple netting interwoven throughout the 
grouping added daintiness to the compost- 
tion. 








BROADWAY, ORANGE (above} 
Jay Scott 

“The bride looked lovely,” is always the 
case with seldom a dissenter ever recorded 
to this phrase. And it holds true in this 
lovely scene. Jay further solemnized this 
phrase with doves fluttering overhead, 
wrought iron floor size candelabras trimmed 
with white ribbon bows, a pyramid of white 
roses, gardenias and ferns in the grasping 
arms of a cherub who was standing on a 
pedestal, and a pretty flower girl. She held 
a heart-shaped white satin pillow with a 
ring placed on it. The bride wore a white 
lace ensemble. She looked lovely. 


HINSHAW'S, WHITTIER (left) 
Norvelle and Roy Brown 
Impact for interior trims can be described here as a combination 


ot unusual props, 


seasonal and 
choice of merchandise. 
the unusual to attract 


coordinated accents and proper 
The white bridge over the ledges featured 
attention, and with the foliage created a 


garden scene homogeneous to this part of the country, and the 
cocktail dresses with coordinated accessories on action mannequins 
gave chicness in an impudent way. 














COFFEE'S, BAKERSFIELD (left) 
Victor Wessel 

Olive was the color for fall without a doubt after viewing 
Coffee’s handsome windows of men’s wear. The suits were in 
olive tones, as were most of the accessories. Full mannequins at 
the flanks of the window displayed the suits and forms presented 
them in the center area. Accessory groupings were interspersed 
over the floor as well as on brass risers in the background. 
Natural olive branches with the fruit on them accented the scene. 


MALCOLM BROCK, BAKERSFIELD (left) 
Henry Smith 

A lush garden motif proved a pleasing display for a cosmetic 
promotion. Green grass covered the floor and a mound in the 
left background that was utilized into a merchandiser. The back 
wall was in three tones of green with cut-out leaves suspended 
along the sides for depth. Art pieces, also in green, included a 
cherub holding a bowl of exquisite red roses and a garden-bench 
covered with cosmetics. The costume on the mannequin was pink 
with red roses appliqued in keeping with the desired mood. 


COOPER'S, FRESNO (left) 


Melvin Schrader 

Travel fashions received the far-away-places treatment in this 
series through the use of posters and art pieces homogeneous to 
different foreign lands. In this window, Mexico and Italy were 
suggested. The baggage grouping on the left was topped by a 
travertine sculptured horse, while that on the right showed the 
same medium formed into a capitol and bracket. The merchan- 
dise was in pastel colors, and surrounded the individual manne- 
quin in each window with ideas for desirable attire for traveling. 


KAHN'S, OAKLAND (left) 
Rocky De Liso 

Portable TV sets would have difficulty to reproduce a com- 
parably spectacular scene on any of its stations which this one 
created to promote them. A fox-headed steel construction worker 
high on a girder with TV set beside him, tremendous height 
denoted by the clouds below, tied-in with the theme, which read, 
“He is as smart as a fox, his ‘Hotpoint’ TV goes everywhere 
with him.” The girder was simulated from wall board and ply- 
wood with the rivets appliqued. Spun glass represented the 
clouds. White doves flying about added serenity to the scene. 
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KATTEN MARENGO, STOCKTON (right) 
William Baltzer 

Furs so becoming to milady received an approving nod from shoppers 
viewing these windows, which also were a tie-in with an interior treat- 
ment by accents of live philodendron plants and red gladiolas in vases. 
The windows had an unusual background. Transparent plastic panels 
in pastel colors with fluorescent back lighting was the design, and 
arranged to change the color scheme by either changing the panels or 
lighting. Besides the formal costumes and fur pieces on the mannequins, 
an elegant brass costumer carried additional furs and coordinated acces- 
sories with the aforementioned plants at the base. 


RODDERS MADEMOISELLE, FRESNO (right) 
Scott Young 

Early Americana can be expressed in many ways, but these handsome 
panel drawings by Ann Young would be difficult to surpass. Used as a 
motif for shirt waisted dresses, this series of panels depicted Saint Patrick 
church in New York City, as seen in this photograph, the “Floradora 
Girls,” scenes from the songs of “Eastside and Westside,’ which showed 
many brownstone mansions, “Goodnight Ladies,’ and “A Bicycle Built 
for Two.’ The panels were in grey tones with black line drawings. 


MACY'S, SAN FRANCISCO (below) 
James Stewart 

Ending our trip in San Francisco, it is only appropriate to star 
window illustrating a scene of this popular city. This happened to be a 
local fashion designers promotion, which is why Mr. Stewart used a 
picture blow-up of an actual illustration from a book on San Francisco 
by the illustrious local columnist, Herb Caen. White formals graced this 
window with millinery accessories. 
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ROBINSON, BEVERLY HILLS (below) 
Rick Kearns 

To glamorize a French-inspired line of towels, Rick took 
a page out of show business, the Follies Bergere. Simulating 
show girls into statuesque poses, he attired them in costumes 
designed from the towels; therefore successfully glorifying 
this basic commodity to heights normally reserved for the 
finest silks and satins. These colorful costumes were in com- 
binations of purple and hot pink, blue green, lavender, aqua 
and fawn, pink, red and orange, yellow and orange and hot 
pink. Vulture feathers formed the elegant head pieces with 
accents of strands of pearls and crystal and rhinestone 
jewels. The stage was in a baroque feeling with a black 
background covered with jewel scrim for depth. 





Weve Gone 
Hawalian— 


WANNA COME ALONG? 


By H. O. WHEELS 


ELCOME to statehood of Hawaii was stupen- 

dously and magnificently expressed in Southern 

California by the nine Broadway department stores 

with a huge storewide promotion of Hawaiian mer- 

chandise. Under the clever caption, “We've gone 

Hawaiian! Wanna come along?," all the windows 

and interiors were coordinated in a complete 

Hawaiian decor by Dick Simison, display coordinator, 

This also included piped music throughout the stores, 

fashion shows the first week of the two week promo- 

HOLLYWOOD (above) tion, Polynesian entertainment before each show and 
Laura Ostwald a drawing for a grand prize comprised of a week trip 
The acceleration of the Hawaiian air breeds a romantic scene quite to Hawaii for two, including transportation, hotel 


naturally when figures of the opposite sex are injected into it. The accommodations and a wardrobe. 
decor was effectively formed with accents of palm fronds, star fish and 


sea shells. On each window the theme was then painted. 


LOS ANGELES (right) 
Ward Landram 


lhe leisureness associated with a Hawaiian 
beach comprised the desired atmosphere by the 
imaginative placement of a huge palm frond, a 
grass hut, large grass umbrellas and white gravel 
on the floors 
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PASADENA (left) 
Philip Lehner 


The mystery associated with exoticism was 
" effectively created by draping the scenes with 
Hi beaded portiers. Handsome rattan chairs, 


| hh white leis and the merchandise, mostly on 


























figures, completed the desired decor 
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CRENSHAW (right) 
Bill Thornton 

A variety of Hawaiian beach and casual 
fashions was subtly presented in a_ beach 
scene. A grass hut, Tiki God and a palm 
tree dominated the background, while figures 
of women, children and a male in their color- 
ful costumes were interspersed throughout. 
A catamaran, to the right, carried the caption 
in white lettering, “We've gone Hawaiian.” 


ORANGE (left) 
Jay Scott 


A market place in finest Hawaiian tradition 
adorned this window against a background of pen- 
cil bamboo mats and marine props homogenous to 
this area which was simulated as the selling mer- 
chandise. While much shopping activity, in finest 
native fashions, took place. 





VALLEY (below) WESTCHESTER (below) 


Sy Krockover | Lloyd Grover 

Island displayers on the second floor showed family groupings j iil ail Oia ony | nee 
under a coral fish net and a large gold sunburst on the panel. The ; uspendes pastel lighted glass balls in nets, palm trees and seated 
ledges on the main floor displayed women’s fashions under huge mannequins on the ledge and grass mats along the walls imaginatively 
grass mat umbrellas as well as men’s wear in the men’s section. expressed “Aloha” in the interior. 
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BONWIT TELLER (left) 
Gene Moore 


To put a bit of spring in the fall sales of Mer-Masque 
creme, a Bonwit private label the copyrighters claim is as 
rejuvenating as a day by the sea with Debussy, Gene 
Moore set off the sunny blondeness of this nap-eyed 
version of model Anne Marie Harnett with pale-blue felt, 
then illuminated it with four overhead 500-watters (in 
hues of blue, green and pink) and side spots. 


THE MANHATTAN SCENE .. . 


vs TRUE, MAN: Once upon a too-early F \ | L’ \ q L’ 
Sunday rising — the neon trees of night t 
turned off since three o'clock in the morning rO mM U > O | S 
(stern blue-nosed legality prickles), the grass : ‘ 
harpists rustling castleward to Swan Lake (Sat- 
urday's gig real gone: Surely Satch hasn't for- te Six Display Lessons 
gotten) — Gene Moore and Ron B. Prybycien 
had breakfast at Tiffany's with a paramount 
young lass to whom Dave Brubeck and Paul 
Desmond once improvised a tune. ‘Tell stories 
about that place, true stories now, none of them 
lies." 
Should any management man need an ex- 
ample of the importance of display in market- 
ing, he'd do well to spend a Labor Day in Man- 
hattan seeing the way the window-wishful eyes 
watched the mannequins in their Fifth avenue 
fashion parade. Had the stores been open, a 
great many come-to-towners would have gone 
home "lish" (this a should-be-in-the-dictionaries 
synoynm for "broke" from the bean of Mary Lou 
Dilley) . . . Best & Co.'s autumn awnings are the 
very hue and cry of local color. 


PECK & PECK (right) 
David J. Cramer 

The well-known “Peck & Peck look” (described 
in detail in our August 1959 issue) has been recei\ 
ing an intriguing bit of sprucing up, as evinced by 
this 475 Madison avenue display. This one had fall- 
tashioned femmes and jeunes filles jumping through 
P&P hoops to put spots before their men folks’ 
(and competitors ) eyes. No matter how effective 
the hook ot a look, display directors—like magazine 
editors (looked at McCall’s lately?) simply can’t 
afford to be back-copy bound 


LORD & TAYLOR (right) 
Paul Vogler 

[If anything, L&T’s fall displays are what the 
Hollywood publicists claim movies are. Fact is, this 
not-about-to-be-extinct one is as superlative as the 
latest LP by an introverted singer whose name the 
tadhood edition of an itinerant journalist insisted 
on substituting for “dinosaur” Dinah Shore. In 
another window, the maters of back-to-schoolers 
were courted with an imaginative bow to old-fashion 
dancing-class manners. And who says child man- 
nequins have to look like run-aways from a Broad- 
way freak show! L&T’s are aglow with cute-as-pie 
class — and there’s the extra-large slice of the 
consumer dollar to prove it 


DISPLAY WORLD 





ALITALIA (left) 
J. Roth Associates 


“Carefree travel ... sunny Mediterranean islands ... crisp Alpine ait the 
outdoors at its best” — such is Alitalia’s copy approach to sending will-be tourists 
to that always-in-season vacation scene, “Europe in the Fall.” Jerry Roth 
dramatized these Italian sketches by using theatrical gelatin laminated between 
sheets of clear and frosted plastic, illuminated from the rear by 4-foot fluorescent 
tubes. Lighting was also supplied by 150-watt spots. Archery, skin-diving, tennis 
and other be-a-sport equipment completed the allure. J. Roth Associates special 
izes in travel displays, having brought its “Come Fly with Me” touch to Air 
France, Sabena, American Express and Casa de Portugal (the travel office) 
among others. 


By RAYMOND MASSEY 
(Photos courtesy Virginia Roehl Studios} 





FRANKLIN SIMON (right) 
Wilmer Weiss 


If Wilmer Weiss hadn't specialized directing the 
visual aspects of merchandising, he could have gone a 
long way as a words man. “We were featuring the rebel 
look the rebellion in fashion — the avant-garde 
feeling” (copy, right’), said the articulate displayman 
in his accustomed cash-register-ringing cadence. “Funny 
thing: One of the heads came off, so we had the soldier 
hold his head and substituted a cannon ball for it. 
Really went over. You have to plan — but you've also 
got to know when to improvise.” A varnish-and-splatter 
treatment was used to give the red, blue and gold militia 
an antique wooden-soldier look. The same approach 
was used on the grey composition board cannon and 
foam plastic cannon balls. The floor and background Oe boll yroergy ote: sod 0 marth om the mnilitin 
were charcoal grey; the ribbon, red satin. | 


E. J. KORVETTE (right) 
Ray Searage 


One of the most noteworthy facets of marketing in the 
last couple of decades has been the success of the 
discount house — an outlet once as bare-boned as its 
name implies, but now a rival in service and style to 
many department stores. Korvette, whose 14 units in 
the metropolitan New York-New Jersey area have been 
peerless masters of discount techniques, was celebrating 
its 12th anniversary in this 44th-45th street display with 
blowups heralding its daily news-making timeliness in 
mirroring the prices the competition has always had to 
take into account. Display, like everything else in the 
chain’s operation, has been steadily improving over the 
years. In the process of looking backward, there was no 
doubt that Korvette was looking forward. 
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Henry C. Lytton (below) 
G. C. Bowen 


Vintage wines provided theme and color for a series of four 
fall suit displays. Two mannequins wearing wine suits with 
matching hats and black accessories stood on either side of a 
pedestal. Growing up the pedestal was a vine profuse with ripe 
grapes. Window Display Manager Bob Busse used a combination 
of rough sawn redwood planks placed vertically and a pair of 
panels that pictured tasty looking fruits of the harvest including 
grapes. lhe black and white panels had interlocking edges that 
made interesting designs against the redwood. Accessories were 
displayed on one of Lytton’s low grass-topped tables in the fore- 
ground 


Fall Suits, Hats 


By RICHARD DAY 


ILLINERY in the new fall styles was big on the Chicago 

display bay. Carsons and Goldblatts, both of which take 
extra pains in presenting well done millinery displays, were 
joined by Stevens this year. All effective, they demonstrated 
three different ways of displaying hats. Fields and Lyttons 
promoted fall suits, each in its own distinguishing style. Saks 
Fifth Avenue displayed its own designer fashions while Gil- 
mores merchandised outfits for college and working girls. 


Marshall Field (above) 
Virginia Paxson and Staff 


Flower-like Japanese hotpads set the design theme for an 
autumn series of four suit promotions. The eight-petaled cedar 
pads with a natural finish were fastened to the white back wall and 
placed over a pair of hose on the white floor. Field’s designer 
copied the pads, but in a much larger version using pine wood, and 
stained them to match the green, orange, red and brown costume 
colors. Two of the larger designs were placed under the two 
mannequins whose stands were fastened to them. Others were 
placed on the wall and one in a natural finish served as a sign 
suspended a foot in front of the wall. It read, “The New Suit 
Looks Are Soft, Special.” “Soft and special like a flower” was the 
implicit meaning of the display. Fashions in the window pictured 
were deep red. White lighting was played on the costumes and on 
the back wall designs. 


Wm. Y. Gilmore (left) 
Ted Lees 


A Grecian screen made of cork was tramed and 
sprayed gold as a background for a four-window back- 
to-school promotion. In order to appeal to the many 
non-school misses who often buy their fall outfits 
during the school promotion, Lees left the back-to-the- 
books tie go without explanation. A row of classic 
books was glued to a 1- by 2-inch board and suspended 
from the ceiling in front of the gold panel. Satin 
apples, notebooks and dance programs were also sus- 
pended above and to the left of the books. The single 
mannequin looked over the books while she displayed 
the fashions. Pink spotlights were used on the manne- 
quins, green ones on the screen and fluorescent lights 
were used in a row at the back wall floor. The win- 
dows sold very well, Lees said. They were in two 
weeks during which the merchandise had to be changed 
three times. 
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Capture Chicago Windows 


Carson Pirie Scott (below) 
Clement Bradley 


While Carsons was planning a series of ten fall millinery 
displays the question came up whether they should limit each 
window to hats by one designer and mix the colors or limit the 
colors and mix designers. It was decided to do the latter; one 
reason being that a pleasing color scheme could then prevail. 
Window Display Manager Dick Minto, who produces some of the 
best color coordinated displays in the business, chose setting colors 
of moss green, wine, gold and autumn brown. The display pictured 
was antique lavender spattered with gold. It contained hats in 
shades of lavender, heather and ruby. Statues made of rubber and 
fiberglas-reinforced plastic, which could be thrown into a bin thus 
solving Carson’s storage problem, were placed in front of purple 
velvet panels at each side. Hats were displayed on heads atop 
glass and brass shelves and on lavender boxes on each side of the 
single mannequin which displayed still another hat. “High, Wide 
and Handsome,” the series was entitled. Because of an especially 
large stock of hats, there were no sellouts but the buyers were well 
pleased with the promotion, Minto said. 


' "* a 
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Charles A. Stevens (above) 
Harry Jupp 


A hat designer’s studio was the setting for a millinery promotion 
merchandising a fall collection of designer hats in Stevens’ fast- 
paced fashion in which merchandise is intended to be sold directly 
from the window. Séveral watercolors were placed on a dull black 
drawing table and _ chair. In all, 14 hats were on display, 
five of them on ribbon-suspended shelves against the back wall and 
the rest on wire stands, on the table and on the floor. 
read, “a riot of color and a fluff of fur sets the pace for fall's 
designer collection.” 


The sign 


NOVEMBER, 1960 


Goldblatt Brothers (below) 
Jack Boghosse 


A pair of hat and coat stands were converted for glamorous 
service in a series of six millinery windows named after royal 
colors such as the window pictured entitled, “Royal Purple 
The stands 


Empire Green in the new regal look of fashion.” 


were enameled glossy black and trimmed with gold braid as it 


they were going to some royal affair. Bent brass rods sprouted 


from holes drilled in the stands and blossomed with one hat each 
The hats in each window were basically in two colors — purple 


and green. Foot-wide banners in purple, green and black hung at 


the rear, their gold tassels resting on the floor. The single manne- 


quin stood at one side at the same time surveying the hats and 


displaying one. A piece of hardboard painted glossy black was the 


fic oT. 


Saks Fifth Avenue (above) 
Joe Kreis 


“Sophie” was the theme of a series of three designer evening 
dresses by Saks’ own Sophie. Elegant were the fashions and the 
setting was elegant to match. An entry hall atmosphere was 
created with wallpapered partitions and a gold framed painting 
between two doorways. —Two mannequins were wearing very differ- 
ent dresses as though in real life. One was in the act of placing 
her fur in the rich looking chair between them. Through one 
doorway was a candelabra resting on an ornate pedestal. A 
“Sophie” banner and a sign, “Sophie’s signature for elegant eve- 
nings,’ explained things without detracting too much from the 
setting. 


31 





By ANNE DANIELS 


Displaymen and merchants show versatility of theme 


and treatment in annual window display contest con- 


ducted in connection with Portland's annual opening 


of the spring fashion season ... Many of the 1960 


winners are shown here 


WICE yearly since 1921, the Portland (Ore.) Retail Trade Bureau has sponsored 

Spring and Fall Opening Weeks to usher in the new season. Special window 

contests are held with blue, red and white ribbon awards for the first three win- 
dows judged the best in various categories, which cover the complete range of retail 
establishments: department stores, women’s specialty, shoes, furs, apparel, florists, 
music, jewelry, haberdashers, furniture, variety and miscellaneous. Judging is done 
by a team of twelve from the Women’s Advertising Club of Portland. 

Public interest is excited while all store windows are closed for days in prepara- 
tion for the big event. A special fashion section of the local newspapers appears on 
Sunday with ads geared to the window themes. Windows are unveiled on Monday. 
That evening free bus service is offered to take the people around town to view the 
windows. Tuesday morning winners are announced in the paper and stores proudly 
show their award winning ribbons. 

It is the Displayman’s Day — public recognition for his creative efforts. 

This year, while displaymen were preparing spring behind the window screens, a 
snowstorm closing schools and handicapping transportation was raging outside. The 
sun did come out and shine approvingly for a brief time on the attractive windows all 
about town the day of the unveiling. 

While many stores focused interest this spring on a single color, beige, display- 
men were most versatile in their presentation of it. 

Here are the Award winning windows in many of the categories: 


DEPARTMENT STORES 


FIRST: Meier & Frank. Display Director Bill Palmer used the theme ‘1960 
Fashion Is a Lady.” Beautifully groomed mannequins stood in front of a background 
of greens with potted plants in bloom. Large urns of forsythia were attached to all 
windows on the outside. One corner window, shown here, with lovely rock garden 
and fountain had live flamingoes entertaining the watchers on the outside. Other 
windows had mannequins placed in front of handsome translucent kcreens. 


—Top left, by Bob Riegelman, Chas. F. Berg . . . Left center, by Ron Barrows and Ted Radcliffe, 
wallpaper, Inc. . . . Bottom left, by Hal Buelna and Walt Duncan, Olds & King . . . Above, by Bill 
Palmer, Meier & Frank— 





—Top left, by E. R. Nudelman and Larry Ness, Nudelman Brothers .. . 

Left center, by Harol Skidmore, J. C. Penney .. . Right center, by Ray 

Chilstrom, Nordstrom's . . . Bottom left, by Anne Daniels, Evelyn Gibson 
Gowns . . . Bottom right, by Mrs. Betty Fisher, Nick's Flower Home— 


SECOND: Olds & King. (Photo shown.) Display Director 
Hal Buelna and Window Director Walt Duncan spoke of “The Shape 
of 1960” and used natural colored Oriental bird cages with birds and 
butterflies in each window. The background wall of each window was 
painted the color of the predominating accessory color in each. 
THIRD: J.C. Penney. (Photo shown.) Display and Advertis- 
ing Co-ordinator Harol Skidmore showed a family scene around a very 
refreshing and ingeniously made fountain.. Theme: “Family Spring 
Clothes .. . Spring 1960 and You.” 


SPECIALTY SHOPS 


FIRST: Bedell’s. (No satisfactory photo taken.) Keith Thorn- 
berg, display director, placed his mannequins in light beige clothes, in 
an oriental setting using authentic borrowed pieces. Cards read “For 
the New You — Bamboo.” 

SECOND: Chas. F. Berg’s. (Photo shown.) Bob Riegelman, by E. R. Nudelman and executed by Larry Ness, interior decorator, 
display director, produced desert scenes and spelled “Desert Sand,” carried the theme, “Masterpieces,” and featured an oil painting by 
fashion’s newest color. in the sand. one of Oregon's finest seascape painters along with impeccable 

THIRD: Evelyn Gibson Gowns. (Photo shown.) Display Co- suits by Petrocelli 
ordinator Anne Daniels implied an election setting by using flower FLORIST 
bedecked signs behind each gown shown. The one on the left, “Ombre 
Tones voted Pink of Perfection,” carried the pink theme used through- 
out the shop; center poster featured the designer. 


FIRST: Nick’s Flower Home. (Photo shown.) Mrs. Betty 
Fisher portrayed springtime with nesting birds, swimming ducklings 
and the combining of spring border plants 


SHOES MISCELLANEOUS 


FIRST : Southwood Shoes. Lloyd Ling’s theme was “Spring Sym- sate ee aaa ES | ae a a CONE Decay PR 
phony” with a different musical instrument shown with different types , appt ee : ot : : 
of shoes. Picture not available Ron Barrows and Ted Radcliffe had Kelly green and bright blue pre 
SECOND: Nordstrom’s. (Photo shown.) Ray Chilstrom. dis- dominate in the three samples of wallpaper shown in the company 

play director, introduced a new line of shoes (Bambolino’s) by ot the potted flower and an antique spinning wheel : 
focussing attention on an enlargement of the original shoe box. Others ; Winners in the four other CoSegeems te photos S — hag st 
were used to frame the window and to fill in behind the displayed follows : Haberdashers : First, Portland ants Shop; Second, John 
shoes. The sign promoted “The new Zing for Spring.” Helmer Jewelry First, Zell Bros. : Second, Carl Grove; Phird, 
Dan Marx & Co. Furniture: First, Director Furniture Co.; Second 


MEN'S APPAREL  Gevurtz Furniture Co.; Third, Edwards Furniture. Variety: First, 


FIRST: Nudelman Brothers. (Photo shown.) Idea developed J. J. Newberry; Second, S. H. Kress & Co. 
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royections 


from the drawing board 





of Jan Ujlaki 


THREE KINGS come bearing gifts as they did the first Christmas 
... The paper cones shelter small gift items . . . Foam plastic heads 
are topped with foil crowns and the star swooping across the back- 
ground says “Merry Christmas!" 


KNOCK! KNOCK! Who's there? Santa, of course; and he 
comes striding through the door anxious to unload his pack under 
your tree — providing you deposit a sizeable sum with the owner of 





this particular store. 


DON'T BELIEVE IT, but Santa's space-age transportation 


spews out gifts from its exhaust .. . It could be men's gift items and 
apparel, as shown here, or just about any other high-octane gift 


suggestions. 

















WHO NEEDS A SLEIGH? Senta has borrowed the body of 
Rudolph to deliver your gifts this year . . . He might have trouble 
getting down the chimney, but what an elegant dramatic setting 
can be developed from this idea. 
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FREE 


IDEAS FOR 
BUILDING SALES! 
- 


VUE-MORE, 601 W. 26 St#., N.Y. 1 


Rush a copy of your new Catalog. 
Name. 

iiss: 

Company 

Address............ 


SO 





sau aaa eae eeaneaaaaa!) \\ -!! 60 me 


Aterrific new catalog 

iw. describing the com- 
FLOWING LINES OF TREE AND DEER provide striking Z| alt ' plete line of VUE- 
and gentle prop for display of fabrics, gift items or what-have-you - ous = MORE display turn- 
. . » Simple to make and decorate but very effective for setting the ; nanes a tables and BREVEL 


holiday mood. , ; 
animation motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables care: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 

















WHOA THERE! Santa hangs on for deer" life to this plywood 
contraption . . . Candle-lit antlers light the way . . . Gift items 


iet, atile, efficient Brevel 
are displayed along the extended flat surface and on the floor iJuiet, vers 


motors are designed for maximum 
immediately below .. . | power and precise movement—yet 
| compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


. visor of BREVEL PROT 
601 WEST 26th STREET . NEW YORK 1 WN. Y 
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@ ETAILERS have often remarked that 
Jantzen provides not only the finest 
U S e a r a I Y } | e — ae sportswear but also the most compre- 
hensive, year-’round merchandising and dis- 
play program in the industry. As one North- 
t west merchant recently stated, “Jantzen 
ro NM a a a Ze rn) makes our life a breeze ... they do our 
selling for us.” 


From a manufacturer's standpoint, display 
is becoming an increasingly important con- 
sideration in the planning of each season’s 
total sales promotion picture. By now it is a 
well-known fact, and Jantzen research spe- 
cialists find proof every day, merchandise 
properly displayed sells faster and in far 
greater quantity than that which is simply 
hung on a rack for customers to find for 
themselves. Especially now that the “age 
of coordinates” has arrived, carefully de- 
signed window displays and interior selling 
units are vital to the successful merchandis- 
ing of fashions designed to be sold in match- 
ing pieces of two and three. 


By MARILYN HOLMAN 


This Portland, Ore., sportswear and swimming suit manufacturer 


knows how to make merchants, customers, displaymen — and 


its stockholders — smile with its outstanding merchandising 


helps and ideas for window and interior displays, fashion shows 


and fixtures 


Beyond the obvious selling value of good 


—At top left is a men's sportswear display by Bullock's, Los Angeles, 
utilizing three display aids supplied by Jantzen: a poster over-printed 
by the store with the local newspaper's name, Los Angeles Times; a large 
Jantzen banner and small wooden plaque . . . Left center, a bathing suit 
and sportswear display by Ivan B. Diehm, display director of Braunstein's, 
Wilmington, Dela. . . . Blue seamless paper was streaked with white and 
rippled from the glass to give the feeling of roll and motion . . . Bottom 
left, Leslie D. Slack, display director, Wurzburg, Grand Rapids, Mich., 
took a Jantzen interior swim suit rack and turned it into a unique window 
prop for a swimwear promotion . . . Swimsuits are usually suspended on 
hangers from the bars directly under the diving board . . . This is one of 
the merchandising helps available on lend-lease basis from Jantzen .. . 
Below, Adrian Delsman, display director of Famous Barr, St. Louis, 
achieves a dramatic effect with the white sail boats on the dark blue 
seamless paper background . .. The Jantzen display combines both men's 


and women's swimwear— 
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display, Jantzen has come to rely upon imag- 
inative visual presentations to project each 
season’s important promotional themes. The 
current women’s “Smile” campaign offers an 
excellent example of how the Jantzen- 
planned display program gave retailers and 
their display directors helpful suggestions 
and actual materials for creating a happy, 
smiling atmosphere to back up the slogan, 
“Just wear a smile and a Jantzen.” 


DISPLAYING THE SMILE 


To help launch the 1960 Smile Campaign, 
Jantzen offered retailers a free promotion 
package as well as a wealth of “for sale” 
material. Included in the free package were 
40” x 60” full color posters, two 6” x 40” 
day-glo streamers, acetate window banners, 
“smile lorgnette” streamers and a counter 
identification sign, all promoting “Just wear 
a smile and a Jantzen. “Stock room and fit- 
ting room charts were also provided without 
charge, as were elevator cards, records and 
place mats. Accounts received many illus- 
trated “how to” broadsides which outlined 
visual ideas for presenting special merchan- 
dise promotional categories and emphasizing 
the smile theme. Fashion show scripts were 
printed and sent upon request. Profession- 
ally designed interior display units were 
made available on a lend lease basis. “For 
Sale” display helps included full and half 
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shell forms, merchandise hangers and a com- 
plete window display kit. Bright pink smile 
buttons, offered for a penny a-piece, were 
provided for display and give-away use. All 
materials were in heavy demand and were 
used to great advantage by stores from 
coast to coast. 


MEN'S WEAR DISPLAY 


In the Jantzen men’s division, display 
material is designed to stress the “Sports- 
wear for Sportsmen” theme. Most successful 
items offered for the past summer-wear sea- 
son were reversible background screens. 

These screens measured 10° wide by 60” 
high and featured colorful sports scenes on 
each side. They could be used as separate 
panels or joined together for a continuous 
background effect and proved extremely 
versatile for dramatic presentations of both 
swimwear and sun clothes. Jantzen also 
gave retailers paper and acetate streamers. 
Four choices of top quality forms, a window 
display kit, hangers and illustrated sports 
booklets completed the window and interior 
display material offered. As in the women’s 
division, handsome interior selling fixtures 
were made available on a lend lease arrange- 
ment; others were offered at attractive prices. 
(All fixtures are given a thorough market 
testing in key areas before being made 
available to retailers.) Promotion and dis- 
play ideas were printed on large sheets and 
given to retailers for easy reference. That 
the materials have been well received and 
put to use is reflected in the many letters 
sent by satisfied retailers and display per- 
sonnel. In each case, where materials have 
been utilized to the fullest, sales figures 
have shown a corresponding happy result. 


LOOKING AHEAD 


What are future plans? Jantzen display 
specialists are putting the finishing touches 
on the 1961 materials which will comprise a 
stronger-than-ever program for women’s, 
men’s and children’s divisions. Past experi- 
ence has shown the great importance of 
manufacturer-supplied display items, espe- 
cially for smaller stores with limited display 
budgets. Jantzen believes that point-of-pur- 
chase emphasis will continue to grow in im- 
portance each year and is concentrating its 
efforts to aid retailers in every way possible. 


—At top left is an attractive interior unit sur- 
rounding a column in the women's sportswear 
department of Lit Brothers, Philadelphia, where 

Thomas B. Comerford 

is display director... 

Bottom left is one of 

the reversible folding 

panels supplied to 

stores at nominal cost 

. .. These panels dup- 

licate the themes used 

in the firm's national 

advertising, therefore 

reinforcing the impact 

of these displays when 

seen by the customer 

. . . Insert at right is a display unit that 

can be used in a window, on a ledge or 

as an island in the men's sportswear de- 

partment . . . The entire set-up, includ- 

ing the three-quarter man's figure can 

be purchased from Jantzen . . . This 

unit could also be placed on a turntable 

to add motion to its attraction— 














THERE IS 
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DIFFERENCE 


in Workmanship 


* 
For Top Quality 
And Exclusive 
Design In 


RATTAN 


For Original 


Sculptures In 


SANDSTONE 


See the line of: 


James H. Jacobson 


219 W. Seventh Street 
Los Angeles 14, Calif. 


Also: 
West Coast Distributor for 


NORTHCRAFT 
LIGHTING CORP. 











Remodeling Aids 
Merchandising 


By DICK JACHIM 


Fedway — Westwood Village, near 
Los Angeles, has sales boost on 
fashion floor following modernization 


HE present basic approach to modern merchandising success, 

undoubtedly, must lie in modernization of facilities in a flavor 

steeped in elegance and spaciousness. This seemed to have much 
appeal to the shopper, and proved to be very true at Fedway in 
Westwood Village, which is located in the western part of Los 
Angeles. Here the combined talents of Jack Grotewiel, interior 
designer, and the Federated Store Planning Department in Cin- 
cinnati were used to remodel the fashion floor to favorably increase 
the delightful tone of the ring of the cash registers for Mr. Erwin, 
store manager and his selling staff. 

The decor was non-seasonal in feeling to glorify merchandise 
of every season, as well as allowing Don Lord, display director, to 
accent the promotions readily. 

A mural of a stylized millinery tree with brass hat holders at- 
tached adorned the back walls in the millinery department. Light 
green cases with white tops held exquisite crystal and brass rococo 
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millinery stands. The wills were covered with vinyl grass cloth 
and accented at intervals with rubbed ash panels. 

The crystal room is a delightful experience in the continental 
flavor. Austrian puffed drapes cover the back wall with a hand- 
some crystal and gold Italian chandelier suspended nearby. On 
panels above the hanging rails, petite sketches in old fashion 
feelings continue the mood. And the motif is in mono-chromatic 
tones of tan, beige and brown. 

The suits and section carried the mono- 
chromatic tones of the crystal room, except that the wall pieces of 
art were in pastel colors. 


coats, dresses also 


Over the entrance, in the better sportswear department, a huge 
stylized sun adorned the area, and the decor was in the same color 
scheme as mentioned above. 

A novel approach to catering to teenagers is proving to. be a 
big success in this new mode of thinking, in the “Teen Dream 
Town,’ where merchandise for ages from junior high to high 
school is sold, there is in conjunction, a_ teen-age lounge. 
Gaily decorated with a bright awning above against a dark cocoa 
background, the lounge facilities offer free of charge juke-box 
music with the ten most popular records, cokes and the use of a 
telephone, besides this comfortable room. 


Students from local schools take turns to serve on a board to plan 
special events, as well as to encourage teen-agers to take advantage 
of the facilities daily—to use it as a meeting place, a club house. 
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DARLING'S 


New Square-Tube 
“X"’-Type Rack 


A refreshing new concept in rack design—at 
a low-low price that will amaze you! In gray 
baked enamel with chrome hangrails. 48”, 54” 
or 60” high x 60” long. And you can make it a 
real shopper-stopper with the simple addition 
of a Darling apparel form. Sells up to five times 
more apparel! Cardholders available, too. 


L.A. DARLING COMPANY 


Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W., 3th St. 222 W. Adams St. 1818 S. Flower St. 


World’s foremost designer of display and merchandising equipment 


L.A. DARLING COMPANY, Dept. 790W, Bronson, Mich. 


Please rush your new rack-form Brochure No. 490. 


Name. 
Company 


Street 
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Nordstrom's, Seattle... 


Where You'll See 


Lots of Shoes in 
Lots of Windows 


By MARVIN SHERMAN 
Display Director 


t's fairly easy to dramatize a few shoes in each 
window . . . but to show a large selection in that 


sarne space and still dramatize is more difficult" 
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shoe store in America is a tremendous 

challenge. There are four stores in the 
Seattle area alone, with 39 windows. The 
downtown store has 17. The three types of 
merchandise that Nordstrom’s carries are 
shoes for the entire family, handbags and 
hosiery. We carry high fashion footwear, 
from the smartest pointed toe dress shoe 
to chic imported casuals. 

At Nordstrom’s our chief “claim to fame” 
is the tremendous selection we carry. Conse- 
quently, we show a lot of shoes in each 
window. It is a fairly easy task to dramatize 
a few shoes in each window. You can allow 
your imagination to run wild, but to show 
a large selection in that same space and 
still dramatize is more difficult. I try to 
solve the problem by selecting a prop for 
its functional, as well as its decorative value. 

Many creative display people feel that a 
shoe stand should never be employed in a 
dramatic shoe window. I disagree, especially 
when one has to show a large selection of 
merchandise. It all depends on how the shoe 
stand is used. It can be a wonderful asset 
to get away from that flat look when a lot 
of shoes are used. 

I also feel that by grouping your mer- 
chandise and leaving “air” between the 
groups on the floor, you achieve a better 
selling window. When mechandise is placed 
all over the window in no apparent pattern, 
it tends to confuse the customer. 

This system also makes lighting the win- 
dow easier. Instead of an overall lighting 
job, you are able to spot each group with 
white light, and bathe the background and 
prop in color, which gives a softer, more 
dramatic look to the window. 

Before selecting a prop, I always check 
the merchandise in order to get a better 
relationship between merchandise and prop. 

Here are a few examples of my work: 


i ror DISPLAY for the largest 


(Top left, opposite page) 

The first window features imported shoes 
from Italy and England. The rectangular 
panel in the background is a photo-enlarge- 
ment of Europe with the word “imported” 
overlayed. The string construction works as 
a foil to direct the eye through the window 
and down to the merchandise on the raised 
checkerboard floor. 


(Left center, opposite page) 


In this children’s window, the merchandise 
was babies’ shoes. The featured props are an 
old bassinet painted white and a baby’s 
scale. The baby pictures in the background 
were given captions a la Constance Ban- 
nister, bragging about the merchandise. 


(Bottom left, opposite page} 


This spring shades of brown led the 
fashion parade with “bone” the number one 
shade. To me, the artist’s approach seemed 
apropos. Large hands holding pallets framed 
the window with the center of interest 
focused on the reader, which is placed on an 
artist’s easel in a large ornate frame. 


(Right center, opposite page) 

Low heels called “squash heels” have be- 
come extremely popular. This year, since 
the heel is the story here, I decided to place 
each shoe in profile in a gold frame. This 
not only brings importance to each shoe, but 
shows off the heel to better advantage. 
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(Bottom right, opposite page) 

In this display I tried to achieve the effect 
of a treasure found under the sea by using 
an old trunk with shoes. To further add to 
the illusion, I found the window with sea 
fans, playing up the idea of “cool white” 
in the copy. The season was late spring. 


Ernie Meier Dies 
At 59 From Leukemia 


Ernie H. Meier, one of the founders of 
Cook and Meier Company and most recently 
the top salesman for Adler-Jones Company, 
died unexpectedly on September 22 after 
being stricken on September 5 with acute 
leukemia. He was 59 years old. 

Mr. Meier joined Adler-Jones’ staff around 
1918 and was with this firm almost con- 


— Ernie Meier — 


tinuously except for the period when the 
Cook and Meier Company was formed. He 
returned to Adler-Jones about five years ago. 

He was well known in the display indus- 
try, particularly in the mid-west. His per- 
sonal reputation and business integrity were 
without blemish. 

Mr. Meier is survived by his wife Ruth, 
two sons, Ernie A. and John I., and two 
brothers, Irving and Ralph. Interment was 
in Helmar Cemetery, Helmar, III 


Display Club Hears 
Screen Process Editor 

The Greater Cincinnati Display Club was 
treated to an interesting demonstration talk 
on how screen printing can be utilized to 
better advantage in the display and sign 
departments of both large and small stores. 
The speaker was Robert O. Fossett, editor 
of Screen Process magazine, printed in Cin- 
cinnati. Mr. Fossett also teaches a course 
in screen printing at Central High School. 

The previous month the speaker was Miss 
Mildred Breen, merchandising manager of 
the children’s wear division of Shillito’s, 
Cincinnati department store. She outlined 
what her department expects from the dis- 
play department. She listed cooperation, cre- 
ativity, technical know-how, correct props 
and mannequins for each area, good signing 
— signs that sell, training in display for 
salespeople, a critical appraisal of the area 
almost daily and a calling to her attention 
any places where standards are slipping 
and help in presenting merchandise with 
greatest impact. She concluded by adding, 
“We expect the display department to do 
all of this and still operate on a tight 
budget. You know, the interesting thing is 
that in almost every instance the display 
department lives up to our expectations!” 





A NEW Addition 
to the Bulkton Line 


\a 
A WO OF 


AP 


pre 


Bulkton 


EX-TRA-WIDE 
SEAMLESS 


Available In WHITE Only 
20) @ Ged 4 3 LIST PRICE 
lOO Feet x 156 Inehes $29.95 
@ Bulkton EX-TRA-WIDE is 


wound Onh a core 


@ Bulktou EX-TRA-WIDE has 
a superb surface for photographic 
and display 

@ Bulkton EX-TRA-WIDE is 


ideal for a background that re- 


quires a wide seamless eoverage 


Attention DISPLAY MEN 


BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


48 


FASHION-RITE 
COLORS 


Available in 


Write for 
Free Coler Card 


© INSPECT your DELIVERIES — « Dea't Accept « Substitute 


Don't Be Switched 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY. PA 


INSIST OM A PROVEN PRODUCT 


41 








IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 


& DISPLAY MATERIALS 
For Windows and Interior Store Display 





American Fashion Museum 
14 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period eutfits 
te highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. Rk. 0. G. A 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 


and all other display products 


TRIMLok STORE EQUIPMENT 


Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





L. A. Darling Company 
Office and Showrooms 


47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 
Decorative Creation & 

Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 








Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West i9th St. WA 4-626! 
Outstanding Display Novelties in Paper, Weod 
end other materiels. Facilities for speciel 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 
Mfors. & Importers of Artificial Flowers 
Novelties & Natural Foliages 








Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS’ — 
PILGRIMS — CLOWNS 
For Sale or Rental 


FLAIR 


MANIKINS 


CO 5-6023 





I5 W. 18th Ch 3-3626 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 47165 


MANNEQUINS 
and Promotional Displays 





Sanford J. Brooks 
TRUCKING REPRESENTATIVE 
578 Maple St., Brooklyn 3 HYacinth 3-9274 


CUT COSTS—TRUCK-LOADS TO ALL POINTS 
from N.Y.C. & Northern New Jersey Area 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Devetyne in an exceptionally wide range 
ef colors as a perfect substitute fer felt. 








Victor Haida Displays, Inc. 
Cc 


149 West 24th St. H 3-3540 


DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 412-20 N. Orleans St. 
Los Angeles 1113 S. Los Angeles 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


New Style Studio 
58 East I ith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 
MANNEQUIN REFINISHING 


WI 7-7618 








NEW WORLD MFG. CORP. 
MANNEQUINS THAT MOVE MERCHANDISE 


27 BLEECKER ST. AL 4-8968 





RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional ead Decorative in All Medic 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 
Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-9485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 
Distinctive Display Fixtures end Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displeys. 
Your designs or our own, and designed te fit 


ANY BUDGET 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 


The L. J. Charrot Ce., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


¢C Hi i Cc Display Co. 


293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 











Hergberg-Robbins, Ine. 

110 West 30th St. PE 6-3585-6-7 
New & Reconditioned 
MANIKINS 
WIGS — REPAIRS — RENTALS 


The Imitation Food Display Co. 
107 Lawrence St., Brooklyn !, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to ect. 








Tero, Inc. 
Factory and Shewroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 


Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 
Chain Store end Custom Displeys 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 








“LICO DISPLAY FIXTURES" 


Lustra-Cite Industries Inc. 
331 Kent Ave., Brooklyn |1, N.Y., EVergreen 7-4100 
(The Largest Line of Stock Fixtures in the Country) 


BRASS — WIRE — PLASTIC — WOOD 
POINT-OF-PURCHASE DISPLAYS THAT SELL! 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment | 





Circle Fabrics 
141 W. 47th Street Cli 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Levis S. Morgen 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St.—CHelsec 3-/550 
Chicago— I! S. Desplaines—DEarborn 2-6818 


MANIKINS — RENTALS —— REPAIRS 
America's Lergest Manikia Refinishers 





DISPLAYS 


Your Budget is Our Business 
434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 
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».. Christmas is THE merchandising season that needs no 


display exhortation to convince retailers that it is the essential ingredient 


for maximum retail sales. So plan now to get the 


best display presentation possible by consulting these New York display companies who 


are particularly competent to supply your display needs. 








Distinctive Store Design, 


Impressive Window Displays 


Draw Customers to...... 


AUL’S new branch store, recently opened 

in Honolulu’s Ala Moana Shopping Cen- 

ter, has been acclaimed one of the most 
beautifully appointed and well-planned jew- 
elry establishments in Hawaii. 

Inside and out, the distinctive design typ! 
fies the fine quality of the merchandise sold, 
and it reflects the character and good taste 
of the owners. The is scientifically 
planned for operating and selling efficiency, 
and every facility conducive to the comfort 
and shopping convenience of its customers 


store 


has been provided. 


MODERN FRONT DESIGN 


The front was designed with the windows 
slanting in from the sidewalk so a large seg- 
ment can be seen by approaching trafhe from 
either direction. The left of the front 
is a single pane of plate glass from floor-to- 
ceiling height; thus the entire interior of the 
store can be seen at a glance 

The right display window, with its white 
base, white interior deck and con- 
trasting walnut background, is an eye- 
catcher. The deck is raised 40 inches above 
the sidewalk level, thus permitting even the 
smallest piece of jewelry to be easily seen 


side 


marble 


An inviting vestibule is provided so pass- 
ersby can windowshop without interference 
by traffic along the sidewalk. The vestibule 
floor is covered in a colorful mosaic tile, a 
devise that leads prospective customers into 
the store. 

The 
PAUL'S jewelry, spread across the top of 
the front, is impressive and easily remem- 


simple two-word store signature, 


The big, bold-face lettering of excel- 
relief white 
indirectly can be 


bered 
lent 
background 


against a 
lighted, 


design, set in 
and 
read at a great distance. 

“We are delighted,” 


said the owners, 





By CHARLES TELCHIN 
Telchin & Campanella, Architects 


New York City 





“Paul's Jewelry, 


Honolulu, Hawaii 


“with the way our distinctive, eye-appealing 
front is drawing customers to us. We have 
received many favorable comments on the 
design of our windows, and they are doing 
a good selling job for us.” 


INTERIOR DESIGN 


Mr. and Mrs. Paul Kurata, the proud 
owners, report they have noticed that when 
new shoppers enter the store and look 
around, they seem to sense that everything 
possible has been done to make their visit a 
pleasant one. Whether they buy or not, they 
invariably tell us what a beautiful store we 


—At right is an elegant shadow box 
containing a formal arrangement of 
necklaces Ilumination is con- 
cealed Shelves of glass are 
adjustable . . . Bottom left is view of 
interior wall eases also with adjust- 
able shelves and concealed lighting 
reflected against white back walls of 
cases ... Entrance to Paul's Jewelry 
at bottom right is very effective and 
makes considerable use of the advan- 
tages of high-level illumination in 
displays and store interior . . . Notice 
how the two displays tend to draw 
window shoppers into the recessed 
entrance and right into the store— 
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have. This feeling stems from the way the 
color scheme, the layout, the displays, the 
fixtures, the lighting, and other elements 
blend into a harmonious unified design. 

The 20 feet wide by 60 feet deep selling 
area is divided into four distinct merchandise 
sections located around the perimeter of the 
floor. This arrangement permits traffic to 
flow freely in all directions along the 10 feet 
wide, clear center aisle. 

To the right of the entrance is an attrac- 
tive Diamond Room, in blue and grey, where 
customers may inspect the precious jewels 
in privacy. 


DISPLAY WORLD 





BETTER JEWELRY DEPARTMENT 


Better jewelry is featured in a 29 feet long, 
well-planned, tastefully decorated depart- 
ment adjacent to the Diamond Room. The 
area is divided into three individual selling 
sections, with each section jutting outward 
from the retaining wall at a 30-degree 
angle. Customers are seated at shallow-type 
display tables where they can leisurely ex- 
amine the merchandise and make their selec- 
tions in comfort. 

Three important advantages accrue from 
the sawtooth-like arrangement of the selling 
section: (1) The merchandise can be dis- 
played more effectively. (2) A more recep- 
tive buying attitude is created by the semi- 
privacy afforded the customer. (3) More 
productive selling results from the close 
relation of the salesperson to his customer. 

In this department the background wall is 
covered in a simulated white marble vinyl 
plastic, with the side panels in the individual 
selling sections painted a medium grey. The 
decor is enhanced by the addition of three 
eye-appealing display wall units featuring 
gold-tinted frames of unusual design. A 
typical unit is shown in an accompanying 
illustration. 


COSTUME JEWELRY SECTION 


Exclusive of the display window, the left 
side of the store is devoted entirely to Cos- 
tume Jewelry—always colorful, always ap- 
pealing to the ladies. About midway of the 
46 feet long section, the wall is broken by 
the introduction of a floor-to-ceiling display 
fixture consisting of three parts, all in 
walnut. 

The center part is a handsome, as well as, 
functional unit. It is divided into five, 4 foot 
wide sections, each equipped with glass 
shelves, and surrounded by a free-form 
shaped frame. The unit is 22 feet long by 
5 feet high. 

Interior of the display sections are painted 
a medium-grey tone, and the frame is cov- 
ered in a contrasting simulated white silk 
vinyl plastic. This combination of grey and 
white in conjunction with the walnut wood- 
work provides an ideal color scheme. The 
surrounding walls, as throughout the Cos- 
tume Jewelry section, are in a pastel blue. 

Sliding-door, reserve-stock cabinets are 
located below the display section, and above 
the section is a box-frame curtain wall car- 
ried to the ceiling. 


CHINA, STEMWARE, 
GIFT DEPARTMENT 


The dramatic, semi-circular China, Stem- 
ware and Gift Department at the end of the 
floor is the focal point of the interior design. 
Shoppers are automatically drawn down the 
wide center aisle to this area by the well- 
lighted, colorful array of merchandise that 
can be seen from any point in the store. 

Beautifully designed, 7 feet high, display 
cases, equipped with glass shelves and re- 
serve stock cabinets below, follow the con- 
tour of the curved wall. The merchandise is 
lighted from above and below by fluorescent 
units concealed back of the cornice and be- 
low the base of the fixture. 

The decor is enhanced by an exquisite 
chandelier in modern design—brass stems, 
black shades with glass inserts — hung from 
the center of the 11 foot diameter recessed 
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circular ceiling. Three interlocking round 
tables of varying size and height, make up 
an unusually effective display unit for the 
department. 

Walls in this area are covered with simu- 
lated white silk in vinyl plastic. The ceiling, 
as throughout the store, is painted an off- 
white. The floor covering is white vinyl in 
a black flecked pattern, and the wood-trim 
throughout is walnut. 

To the left of this department is a one- 
story and balcony wing, 23 feet wide by 16 
feet deep, that provides space for an office, 
wrapping section and stock rooms. 


FUTURE OF BUSINESS INSURED 


The hundreds of sincere compliments the 
Paul Kuratas’ report they have received on 
their new store indicate a successful future 
for their business. Sales have far exceeded 
their most optimistic expectations. Their ex- 
perience attest to the fact that a well-de- 
signed and scientifically planned store is the 
best investment a jeweler can make. 


New Hardwood Plywood Panels 
Produce Dimensional Effect 


Something entirely new for display and 
exhibit designers, a unique three-dimensional 
machined hardwood plywood, has just been 
placed on the market by the world’s largest 
plywood producer. It has been named 
Plyfa-Profile. 


Developed by skilled Danish craftsmen, it 
combines unusual surface contours and a 
combination of fine hardwoods for either 
sharply modern color combinations, or a 
more conservative but highly unusual treat- 
ment of natural mahogany that enhances the 
3-D effect. 

Georgia-Pacific Corp., which will handle 
the new product exclusively in the United 
States, is setting up nationwide distribution 
through its warehouse system and import 
stocks on both the east and west coasts. 

Already drawing attention of displaymen 
and store designers, it is labeled a new con- 
cept in decorative hardwood plywood. The 
three-dimensional surface comes in five ini- 
tial patterns. Panels are 5/16-inch thick and 
32 by 96 inches. Write to Georgia-Pacific 
Corp., Equitable Building, Portland, Ore., for 
information and nearest distributor. 


Community Groups Urged 
To Sell Avenue of Flags 

A uniform display of American flags at- 
tached to parking meters on national holi- 
days and other patriotic occasions is possible 
in any community having parking meters, 
according to Needs Corporation, distributor 
of a clever cadmium plated bracket that 
holds flag standards at a definite angle for 
uniform display. 

Many communities have adopted the 
Standard Bearer system and civic groups 
have found its promotion an excellent con- 
tinuing money raising project. Organizations 
can either sell or lease the Standard Bearer, 
staff and flag to the individual merchants 
with either replacement sales or lease pay- 
ments every year. 

For complete information, write to the 
firm at Dept. XBX, 255 W. Euclid avenue, 
Jackson, Mich. 
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Designed to SELL 


ANY years ago, I acquired the habit 
M of making notes or a rough sketch 

whenever I saw a good display idea; 
they are everywhere in newspaper and mag- 
azine advertisements and the trick is, to 
jot down for future reference. 

(A) This is a good case in point; back in 
August 1959 I was intrigued by a very clever 
advertisement in the August 23rd issue of 
the New York Times Magazine section which 
featured some very attractive ladies fashion 
displays in the windows of Lord & Taylor. 


The first picture showed the window with 
the shade partly down with a part of a 
ladies mannequins and other display props on 
the floor. 


It was obvious at a glance, that the trim- 
mer was busy inside dressing the window for 
a special high fashion display. 

It gave me the idea depicted in this draw- 
ing; to use one or more windows, to an- 
nounce the coming of a store-wide SALE or 
other feature promotions. 


The shade could be covered with a large 
piece of display paper lettered as shown and 
people passing, will certainly be attracted 
by the novel display featured on the exposed 
floor of the window. 


This trim could be left in for a few days 
prior to the beginning of the sale when a 
regular merchandise trim could be installed. 

This type of teaser display always attracts 
maximum attention and, in actuality, trans- 
forms the entire window into a giant size 
billboard. 

Stores with highway locations must catch 
the attention of passing automobile traffic 
in a matter of seconds, and this display will 
do just that. 

(B) An inexpensive prestige type of trim 
to feature one or more evening gowns on 
high style mannequins. 

The free form panels can be cut out of 
hard board and the sketch shows the color 
scheme that would be effective if the gown 
was black. The rear wall can be covered 
with a pure white wallpaper with a red or 
pink rose design. 

The two jet black panels will box in the 
mannequins which will stand out in vivid 
contrast against the white flowered back- 
ground; this of course, will be powerfully 
lighted by concealed floods. 

Many other eye-catching color schemes 
can be worked out to complement the color 
of the gowns. A brass finish expansion pole 
can also be used, as indicated. 

This is a good example of how much can 
be done with a limited budget by the appli- 
cation of these hard board or plywood panels. 

(C) Once again I find myself with a space 
to fill and this small unit that can easily be 
constructed from a few lengths of pine board 
with hard board side panels will fill the bill. 
It can be painted in seasonal colors and 
then used as an effective window display 
center piece. 

(D) January SALE and other “Winter 
SALE” events are most important to any 
store and here again, I suggest that one or 
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more windows be used as giant-size bill- 
boards to announce them. 

In this case, the SALE sign can be sus- 
pended from the ceiling with a paper sign 
pasted or attached with scotch tape to the 
lower section of the inside of the glass. 
This can show a large crowd standing to 
admire all the sale bargains on display. 
Nothing attracts more attention than a 
crowd and the natural curiosity of most 
people will cause them to stop to investigate. 

(E) The large cut-out figure designed to 
show the dandy of a by-gone age can be 
cut out of hard board and then painted in 
bright realistic colors. It will certainly at- 
tract pedestrians and lead their attention 
to the men’s suit on feature display. After 
all, this is the main purpose of good window 
displays. 

(F) The writer recently designed some 
fixtures for a gift shop that had very limited 
wall display area and this sketch shows how 
we used saw-toothed perforated board panels 
to pick up valuable additional space. 

Note the other wall fixture fluorescent light 
strip installed so that the concealed light will 
reflect down onto all the gift merchandise 
open displayed on the perforated board panels. 

We plan to try out a new idea; numbered 
tickets will be displayed on hooks next to 
each GIFT item along side of factual price 


. é » 7 
and copy cards. The customers will “select 


their own items and lift off a number 
ticket to take to the rear wrap counter to 
have their order filled and gift wrapped. 
This system will only be in operation in one 
section of the store where gifts in the 
higher price brackets will be feature dis- 
played. 

It will be interesting to watch this opera- 
tion during the coming Christmas season 
and I will make a note to report on it in the 
January issue. Note the lower base counters 
built out of plywood and finished in the new 
speckled paint. This fine two tone flecked 
finish can easily be sprayed on with the 
coat built up to hide all the small imperfec- 
tions in the plywood. 


ow. - -—-- 


Frank Dubin Dies; 
Veteran Display Rep. 


Frank Dubin, a veteran of many years’ 
experience in display, died at his home in 
Forest Hills, N. Y., on July 31. Mr. Dubin 
was certainly among the best known and 
liked display representatives in this country. 
His friends in display departments and 
among manufacturers in the industry 
throughout the United States and Canada 
numbered in the hundreds. 

After many years of specializing in de- 
signing and selling rattan displays, Frank 
was recently associated with Schack’s, Inc., 
Chicago, as eastern and Canadian sales 
representative. 

He is survived by his widow and a daugh- 
ter. Mrs. Dubin plans to continue Frank's 
work as a representative of Schack’s. 


Wart Adin’ 
= Me Maha 











ROTATING UNITS 
& FLASHERS 


Get dependable action in your 
displays and your lighting with 
McMahan Rotating Units and Mce- 
Mahan Flashers. McMahan units 
eliminate breakdown headaches. 
Rotating units have brush and slip 
ring contact. 








Other features are: 


e HEAVY THRUST 
BALL BEARINGS 


e HEAVY DUTY 
CONSTRUCTION 


e SILENT OPERATION 





Add the extra attention of mo- 
tion without fear of fouling or 
howling. McMahan Motion Units 
and Turntables are smooth-working 
and dependable. 











Low cost repeat cycle Flashers 
for every purpose. Synchronous 
motor and adjustable speed types. 
Single and multiple circuits. Fea- 
ture heavy contacts and springs, 
long life, fast and slow action. UL 
approved. 
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N Alaska, there was a time store owners 
their 
laxity 
Cus- 


were reasonably certain of selling 


merchandise in spite of display 
Their logical. 
tomers had no choice but to buy their goods 


reasoning then was 
no further inducement was necessary. 
Today there's a with 
marked evidence of a new era in selling and 


vast differencs 
greater emphasis on attracting the buyer's 
eye. Equally important, the positive attitude 
of not too long ago no longer exists as more 
and more alert merchandisers are extremely 
display-conscious 

Unfortunately, the majority of shop owners 
innumerable difficulties. It may take 
years before display soars to the glittering 
height as is New York’s Fifth 


race 


seen on 
\venue. 
For one thing, store planning is of primary 


importance whether its architectural de 


—Top left and center by Northern Commercial . . 


center and bottom right, exterior and interior of 


and Sons, jewelry store interior 


ALAS KA . - - Observing 


the Present, 
Looking to Future 


By CHRISTINE McCLAIN 


walls — 
systems 


sign in ceilings and 
dividers, general 
tilation 


upper 
lighting 


space 
or ven- 


xcept for the most recent construction of 
Alaska’s supermarkets, home furnishings, de 
partment drug stores and other 
newly-erected buildings, many frame struc- 
tures lack the necessary features for one to 
obtain the best results for interior and win- 
dow displays. 


stores, 


Yet, without ornate backgrounds Car- 
peted floors, imported wallpaper, star-dust 
bulbs or beaded chandeliers displays are 
cosmopolitan as top management recognize 
the important silent salesman as their big- 
gest form of advertising. 

“I was amazed to find such beautiful dis- 
plays in all the shops,” recalls a store man- 
“And more so, to learn it was done by 
non-professionals.” Then he added “We 


ager 


. Top right, by Betty Ferris Apparel Shop .. . Left 
Alaska Fur Factory . . . Bottom left, by J. Vic Brown 
... All stores are at Anchorage, Alasko— 
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even write our own ads.” 

There’s no dispute, display greatly en- 
hances the store’s selling power. Here, one 
is acutely aware that the closed-window is 
practically non-existent. Furthermore, the 
professional displayman is as rare as bikini 
on a wintry day. And his potentials are so 
limited that tew come to Alaska to pursue 
this profession. Most discouraging, those 
few have found employment in other fields. 

There is one exception. Alaska’s “pioneer 
merchants,” the Northern Commercial Com- 
pany which dates back to 1867. At one time, 
this chain store operated 100 different trad- 
ing posts and branches throughout Alaska 
and the Yukon Territory. 

Their closed-back windows may announce 
the approaching summer, winter, hunting 
season, youngsters going back to school or a 
traditional holiday. They not only employ a 
displayman in Fairbanks and two in An- 
chorage, but have a display budget. 

In Anchorage, for example, their display 


(Please turn to page 67) 
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Prevent Fade Damage 


with New SUN-X Glass ‘Tinting 


Now you can economically stop costly fading of 
display merchandise. . . and add striking new beauty 
to your merchandising windows. 

New Sun-X Glass Tinting, a liquid-plastic dis- 
covery by Du Pont, makers of “Better Things For 
Better Living ... Through Chemistry,” gives you 
positive, all-day sun control without any effort on 
your part. It effectively prevents fade damage to 
your valuable merchandise by eliminating up to 
99.5% of the sun’s fade-causing ultra-violet rays. 

New Sun-X Glass Tinting is applied without 
spray or splatter to your existing windows by a 


& manufactured by Du Pont 
“A 


INTERNATIONAL DISTRIBUTORS 


AMERICAN GLASS TINTING 


GS: 8 808: 2. Ae i eee 


unique miracle-flow process. It bonds tightly and is 
guaranteed in writing not to chip, crack or peel. 
No maintenance is required — you wash Sun-X 
tinted windows in the usual manner. 

Available in your choice of 11 distinctive colors, 
Sun-X Glass Tinting gives you the distortion-free 
appearance, the trouble-free convenience of expen- 
sive factory-tinted glass at a fraction of the cost. 

Get more value from your display windows by 
making them more attractive, more useful, and less 
costly with new Sun-X Glass Tinting. Send for your 
free copy of “Solve Sun Problems with Sun-X.” 


war wren 


Houston 5, Texas 


Please send free copy of “Solve Sun Problems with Sun-X.” 


NAME_ 





COMPANY 





ADDRESS. 





CITY 
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AMERICAN GLASS TINTING CORP., P. O. Box 6565, 


| 


4125 RICHMOND AVE. HOUSTON , TEXAS 
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| MOTIONDISE YOUR 

DISPLAYS AND 

BTRACT MORE 
ATTRNTION—MAKE 
MOREGALES! 
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—Y  MOTIONDISERS” 

Put Selling Action 
Tibco (olla 


DISPLAYS 


MOTION 
ATTRACTS 
YOUR 
PROSPECTS 


Write for 
20 Page 
illustrated 
“"Idea Book'’ 


Equipped with 
dependable — 
Merkle-Korff Metor 
and M K precision 
hobbed gears for 
longest possible hife. 


Talk of the Town 


Specialty shops are grouped to- 

gether in a luxurious atmosphere on 

the street floor of Bullock's, Los 

Angeles . . . The results are the 

“Talk of the Town" in merchandis- 
ing circles. 


ROGRESSIVENESS breeds ingenuity, 
and a taste for elegance characterizes 
the end result. This concisely describes 
Bullock’s and their new approach to mer- 
chandising in a section of their Los Angeles 
store, on the street floor. 
Many specialty shops grouped together in 
a luxurious atmosphere and cleverly identi- 
hed as the, “Talk of the Town” shops her- 
alded in, with convincing impact, the new 
era, which is towards elegance on the de- 
partment store level. 
The idea and initiative to materialize this 
project on such grand scale in downtown 
merchandising emanated from Mr. P. G. 


—Crystal chandeliers, 
fleur de lis panel de- 
signs and elegant 
glass cases create 
prestige decor in Talk 


of the Town shops.— 


Winnett, Bullock's chairman of the board 
And the purpose for it 1s so wel! explained 
by Mr. Robert Taylor, who, with Miss Julic 
Jennings, is responsible for most of the mer 
chandise for this program. He said that 
management believed the store needed a 
focal point to fully dramatize accessories 
along this new trend of elegance as well as 
a moral booster for personnel and customers, 
that the downtown area had not been for- 
votten in the rush to suburban expansion. 

Mr. Raymond Dexter, head: of interior 
design for all of the Bullock’s stores, di- 
rected this remodeling project, which covers 
approximately 7,800 square feet and cost 
$250 000. 

The decor is in the Louis XV feeling, and 
a color scheme of white, gold and pale 
French blue. The fixturing is predominately 
in brass with glass cases and marble top 
tables. The accents include handsome cry- 
stal chandeliers, a gold fleur de lis design 
on panels, which are also utilized as dividers, 
and special designs, such as a brass boot to 


—Gold and black can- 

opy identifies entrance 

to Bullock's Talk of the 
Town shops.— 


MERKLE-KORFF GEAR CO. 
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hold umbrellas and an antique chiffonier | ~ vei : , ; ' eee -d 
tor different accessories. | GOOD 

The area is well identified by elegant | 
plaques on the columns and on the gold and | BEGINNING 
black canopy over the entrance carrying | 
the caption, “Talk of the Town Shops.” | 

Thirteen merchandising categories are rep- 


resented carrying almost everything a dis- | #* CHRISTMAS 
criminating woman needs to outfit herself, | ro 
as well as little extras in the pampering | PLANNING 
class, according to Miss Jennings. | = 

| =, 


The display highlights for the seasonal 
and special moods and visual merchandising 


fixturing are under the leadership of John | 
Miles, the display director. 


Paul Beaudry Retires 
From Charles Ogilvy 

Paul Beaudry, display manager for Charles 
Ogilvy, Ltd., Ottawa, Canada, for many 
years, retired on July 31, closing a very suc- 
cessful display career. One of the pioneers 
of display in Canada, he has been at this 
work for more than 50 years. 

Many of his friends and associates in 
stores and display firms throughout Canada 
and the U. S. will miss his companionship. 
His retirement plans were not announced. 





Hanger Cover 
Prevents Sliding 

An important display and sales aid for the 
knit wear industry has been developed by 
Yankee Plastics, Inc., 24 West 30th street, 


New York City, in the f f h r ” 
cover This oes cover fits “all Ponca ¥ Connect Three FERROCRAFT 


perfectly, and prevents knitwear from slid- 
ing ok tieabes oe tls soma oat Chandeliers for a Spectacular Six Foot Display! 
of hangers. 


_ | Try this for an outstanding floor or window centerpiece — reverse the top and 
17-Piece Miniature Creche Set | bottom chandeliers, add Ferrocraft’s floor stand, then substitute Christmas ornaments 
Announced by Hartland for the prisms and you have an unusual and spectacular Christmas tree! 

Hartland Plastics. Inc.. Hartland. Wisc Each of the three chandeliers shown at the left are complete and available separately. 

. at ’ ’ DWwog , . 

announces an attractive new 17-piece Christ- Prices shown below are as illustrated less bulbs. 
mas Creche set made of unbreakable, high- Prices without prisms and wiring are approximately 35% less than those shown below. 
grade, acetate plastic. Decorated by hand by Please see your display jobber for exact prices of all components. 
artists in true-to-detail likeness, the figures Catalog No. Height Diam. Each 
are made to seven inch scale for table top, Tier Chandelier... | _ PC3WPR (at left) 78” 40” $85.95 
window or under-the-tree groupings. For Large Section........ Bios 38 _..PC36WP (upper right) 38" 40 $39.99 
more information, contact Paul Champion, in Middle Section... ...PC24WP (lower center) 38” 28" $32.95 
care of the firm. Small Section ? ..PC1I2WP (lower right) 38 14 $16.50 
Chile Display Studio 
Destroyed by Earthquake 

The recent earthquakes in Chile resulted | 
in the loss of the entire facilities of the dis- | . ; , Pas Oh A , ; : Te 
play studio of Alberto Navarrete Villegas at | RS SB SE SB SE SSE SE SE SESE SE es SA SEA SES SASSER 
Valdivia. He has since moved to Valparaiso, | 
where he hopes to re-establish his studio. 
The new address is Calle Naylor 203, Cerro 


La Cruz, Valparaiso, Chile. He requests | | I? | J | ‘FRED - MOR’ 


that all display firms supply him with their 


catalogues and samples, so as to replace his : ge ange aj dl awe en ip | ;, p GARMENT RACK 








ERROCRAFT 


Morganfield Kentucky 








destroyed library and materials. j SIZE DIVIDERS 
Wrapped Plastic Balls di Ae A give the garment 
Created by Nesbit | | ae ee Cnn rack ‘Class’. 
Rayon and tinsel wrapped foam plastic | Wy 4 ‘s esl es X "ar 
‘ 


° Size cards are renewable 
balls for use as Christmas tree ornaments te . y <a and somenante. Tue cards 
have been introduced by Nesbit Industries, | AG » a; >-§ —" Colors. Milk-White, 


Inc., 1823 Milwaukee avenue, Chicago 47. > a % « ' 5 Gray or Mushroom. 20¢ 
Maximum effect is achieved on the metallic , 7 a a — 
foil trees. They are light in weight and can ' : 

be used generously without injuring delicate 

oranches, the firm claims. They are available | IMPERIAL MANUFACTURERS $ REPRESENTATIVES 
in a variety of colors and in four sizes. | 1938 No. Commonwealth Avenue Los Angeles 27, California 
Write to the firm for information. | 
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The Different Christmas Tree 





e “A” shows how plywood or hardboard can be transformed into a tree with shelves 
for small gift items. 


e “B” involves three cones of decorative paper around a supporting pole. 
e “C” uses triangular cut-outs suspended in overlapping fashion to form a tree shape. 


“D” takes plastered wire bent to form a tree silhouette as the wire is passed through 
a dowel in which holes are drilled at intervals. 














An Enlightening Gimmick . . . 


e Santa Claus points out individual gift sugges- 
tions in niches partially covering back wall (or 
entirely as in smaller sketch). 


Each niche lights up in sequence for a few 
seconds. 


Thin gauze can cover the niches—but becomes 
invisible when light is on. 


Design or sales message can be painted spar- 
ingly on gauze without harming effect. 





Idea from Middle Ages . 


e Instead of hanging actual dra- 
pery in the background cut the 
shape from plywood and paint 
in a rich carmine; then paint 
in the folds in gold to add di- 
mension and realism. 





Cover legs of conventional dis- 
play table with semicircular 
pieces of plywood painted with 
ornate designs. 
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Hang a heraldic shield featur- 
ing a court jester’s shoe cut- 
out of hardboard. 








Put modern shoes with the 
stylish pointed toes resembling 
the jester’s shoe on the tables 
and floor. 


DISPLAY WORLD 





A Poetical Idea... 


e A winter dream of coats (or gowns) dancing before Santa Claus in an 
all-white surrounding. 
e The Santa silhouette seems to be astonished at the curious scene. 


e Suspend the coats or gowns as if seeming to join hands. 








For Treasures from Afar... 


e This antique caravel has unloaded all sorts of exciting gifts from some 
exotic country. It can be cut out of plywood, made by paper sculpture 
or be simply an enlarged photo or drawing. 


e Draped fabric comes from the chests made from plywood and painted 
appropriately. 





e Additional pirate atmosphere is given by sand strewn in islands on the 





. 


eee 
floor and antique signal lights suspended from the ceiling. —7A 
. ‘ bf 


Enter Rudolph... 
e The head of a reindeer emerges from the side 
wall, his antlers flocked glistening white. 


e Spotlights are focussed on him and larger 
gift suggestions at which he is looking. 


e Entire window glass is clouded with snow 
sprayed from aerosol cans except for large 
oval opening at center through which pass- 
ersby can see the special items. 
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—Accenting the well 
known California flow- 
er, the lilac, is this 
example from that 
series . . . Lilacs are 
entwined around the 
swing and among the 
toiletries on the floor— 


Calitornia Heritage 
Reproduced in Mosaic 


By H. O. WHEELS 





“FINEST 
CUSTOM MADE” 
MANNEQUINS & FORMS 





C. BARRANGO CO. 


579 MARKET STREET 
SAN FRANCISCO 5. CALIF. ing a sheaf of wheat in one hand and rooster in other arm are reproductions from the 150-foot 


mosaic mural made on China silk . . . In the men's wear windows above, the colors of ‘Golden 
Wheat" and "Gold Nugget'’ were identified as California Heritage colors— 


—Top left, the state capitol and the ever-present California sun and, top right, the farmer hold- 
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Weinstock Lubin, Sacramento, pays | 


tribute to state's resources and 
scenic beauty in mural above store 
entrance . . . Display tied-in with 


the unveiling. 


KE TAILING’S widely known dedication 
R« society in civic and charitable mat- 

ters along with its basic pursuit, 
reached still a higher plateau at Weinstock 
Lubin in Sacramento, the capital of Cali- 
fornia. Here culture was unveiled when art, 
in its finest mosaic form, was executed on 
the store’s exterior symbolizing “California’s 
Heritage.” 

California’s rich resources and_= scenic 
beauties were the inspiration for this mural, 
which was executed for Weinstock Lubin by 
\rthur Ames and his wife, Jean Goodwin 
Ames. This artist team is noted for archi- 
tectural decorations they have designed for 
buildings throughout California. 

Done in Byzantine style, of Venetian glass 
tile, the 150-square-foot mural, located above 
the main entrance of the store, shows a farm- 
er beside a sheat of grain, the state capi- 
tol, a stream representing the state's water 
resources and golden poppies, the state 
flower, appear in a bouquet held by a woman. 
Her skirt is patterned with camellias 
which are Sacramento's official flowers, and 


other symbols that are homogeneous to | 


California. 

Always an awe-inspiring sight, at night 
the mural is illuminated by 35 floodlights 
for added spectacularism. 

Weinstock Lubin’s location, 12th and K 
streets, a stone’s throw from the capitol 
building, is conducive to attracting many 
sightseers. By the mural’s magnificence in 
subject and execution, it can readily become 
a cultural landmark of great renown. 

Mrs. Jan Creelman, the display director, 
talentedly coordinated the windows with the 
publicity and advertising program for the 
unveiling of the mural. 

In one series she used the colors shown 
in the mural, which were deep water, golden 
wheat, granite, California poppy, sand and 
eucalyptus, and reproduced the mural in 
sections 40 inches wide by 60 inches long 
on China silk for backgrounds. 

Another group was accented with well- 
known California flowers. They included 
lilacs, hydrangeas, California poppies, mag- 
nolias, camellias and acacias. 

The men’s windows carried the names ot 
famous men of California, such as Sutter, 
Stockton, Marshall, ete 

The caption for this promotion was further 
personalized by changing the word our in 
the title of the mural to “Your California 
Heritage.” 


Wonderland Displays Moves 
To Laurium, Mich. 


Wonderland Displays has moved from 
Calumet, Mich., to 440 Kearsarge street, 
Laurium, Mich. 
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makes ‘new ideas’ work! 
° SARGENT’ 





INSTANT DRYING 


spi 


for the 
DISPLAY MAN 
SOFT COLORS THaT 
PRODUCE A VELVETY 
FINISHE 


SARGENT DISPLAY FINISH 
does important work in thousands 
of display studios today. Leading 
artists rely on its versatility to help 
them create beautiful and unique 
display compositions from 
standard, inexpensive materials. 
New worlds of color, finish, texture, will 
live in your displays when you work the 
magic of SARGENT DISPLAY FINISH. 
Try it! 


SARGENT DISPLAY FINISH is available ina 
full range of colors, metallics and clear 


manufactured by 


Y Y ’ 
the Sarge nt-Gerke Co. 
’ Nationally Advertised Paint Products 


Balone- Gal- Sehokie- Pam Balent-far-| 
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ae 


EZ “SIGNPRESS’ 


SHOW CARD AND POSTER MACHINE 


>, CE 
LOW OPERATING COST---LONG LIFE 


MODEL “M" nes > FIELD'S Smart New / 


With new “Magnetic” type 

lock up. Greatest advance- 

ment in sign machines within 

last 25 years. SPEEDS UP Theyre Reversible 
OPERATION and provides 

complete flexibility of type 

arrangement. 


MODEL “"B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs até 
low cost. 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. ig " a 
MODEL M-1422— 14 x 22 — Patents applied for 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
DISPLAY EQUIPMENT CO. — BOX K-144, ADRIAN, MICH. 


35 











NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


INDUSTRIES 


NATIONAL ASSOCIATION OF DISPLAY 








AIX SPRING SHOW: 


borrow the 


Citius, Altius, For- 
slogan of the recent 
Olympic Games, provides a good lead for a 
progress report of plans for our forthcoming 
Market. “Swifter, Higher, Stronger” is our 
direction, too. To borrow once more from 
NADI “Springtime in Roma” 
promises to be both attractive and 


tius, to 


Rome, the 
theme 
festive. 

On the attractive side, many exhibitors 
will be joining in the NADI “Serenade to 
Rome” by bringing the finest of Italy and 
Kkurope to you. All the flavor of Rome, 
Naples, Venice, Florence, and points north 
and west, will be blended in display crea 
tions that will be sensational, inspirational 
and just right for seasons ahead. In addi- 
tion, many members have journeyed to Rome 
during 1960 to search for display items, com- 
plete units, functional decorative, that 
will be unveiled to the trade in December. 
Treasures of Europe that will bring laurels 
to you and your store will be on view. Many 
items that you will be seeing will fit ideally 
into promotions using foreign lands and 1m 
ports as themes. This type promotion has 


and 


been popular in retail vending during past 


and will continue in vogue for 
For this type promotion, as 
management can always be 


persuaded to increase the display budget. So, 


Seasons 
seasons ahead. 
we all know, 
if you want to do some of idea 
trom the 
our exposition 


your own 
borrowing Roman world, come to 

On the festive side, Rome generates mem 
ories of carnivals, pageantry, strolls through 
ancient streets, serenades, aperitivos, leisure 
We will not neglect that aspect 
And while 


all this high level planning was going on, 


and comtort 
of Roman ways in our planning 


the thought occurred that we will need plenty 
f chianti bottles, empty 
between 


ones, to decorate 
and Market 
partake of Chianti Ruffino, 
other brand, don't 
Send them to us. To 


our cates So. 
Week, if you 


Broglio, or any 


now 


( hianti 
discard the empties 
the most cooperative Roman of them all, we 
will present a flacon of the finest chianti or 
spumanti for the festive board. Do not for 
get Non Dimentica the dates and place 
4-8 1960, at the New York 


Show building. 


—NADI— 


ALITALIA AIRLINES: On 
trant during Market Week 
Rome in the Spring for real 
for two via Alitalia 


December 
rad 


lucky 
will get to see 
We will award 


Airlines as we 


regis- 


a trip 


56 





ESSAY CONCLUSION DELAYED... 
Part Four of the winning essay in the 
NADI-sponsored contest on the subject 
“The Role of Window and Interior Dis- 
play as a Selling Medium in Retailing” 
will be published in the forthcoming De- 
cember issue. Space did not permit its 
inclusion in this issue. 











near the end of the show. The trip will be 
good for anytime after our Market up to 
April 30, 1961. We will award based on a 
drawing to be held, Wednesday, December 7, 
at 4 p.m., from completely punched show 
tickets returned by registrants after they 
have visited all show areas. 

Alitalia is famous for 
aboard its jet liners. Luxury service and 
cuisine have made Alitalia a favorite of 
international travelers. To one lucky show 
visiter, will go the opportunity to enjoy 
\litalia’s travel attractions. 

—NADI— 

PHOTO GALLERIA: We announced our 
photo contest for displaymen in the last 
NADI Newsgram. We have already received 
some entries. We want more to make this 
a true tournament of champions. 


elegance aloft 


Complete rules are contained in the con- 
test announcement advertisement appearing 
in this issue. The contest is easy to enter. 
Just send us photographs of your two 
favorite Spring-Summer windows, 1960 ver- 
sions. The photos will be on exhibition 
during Market Week in the NADI galleria. 
\ popular feature is that votes will be cast 
by displaymen and retailers during show 
week. The photos receiving the highest 
number of votes will be declared winners. 
Ten cash prizes will go to the victors. 

Most important. Send your photos now! 
Win lire! Win fame! Be named the great 
est Roman of them all tor Anno 1960! 


—NADI— 


NRMA EXHIBITION: The NADI, to co- 
operate with the National Retail Merchants 
Association in observing fifty years of re- 
tailing, will participate in the annual con- 
vention January 8-13, 1961, at the Hotel 
Statler in New York City. Exhibit space 
has been taken for an institutional type dis- 
play based on the fifty years of retailing 
theme. 

The Public 


Relations Committee of the 


NADI, headed by Sylvan Freund, considered 
that participation in retailing’s major get- 
together for 1961 would afford an excellent 
opportunity for personal contacts with man- 
agement and would bring into closer focus 
display’s role in retailing gains and promi- 
nence over the past half century. 


—NADI— 
DISPLAY PEOPLE, PLEASE NOTE: 
Over the past year, Women’s Wear Daily 
sponsored a series of 16 advertisements in 
praise of the world of fashion. Tribute was 
upon the industry, coats, 
foundations, suits, stockings, 
blouses, etc., each facet of the wide world of 
fashion. All 16 advertisements received un- 
precedented praise. Copy and illustrations 


bestowed dress 


swim shoes, 


were outstanding. 

Women’s Wear through its advertising 
agency, had the ad reprints compiled in a 
booklet entitled, “Fashion People, Please 
Copy.” You can get a booklet by writing 
to the Rockmore Company, 575 Lexington 
avenue, New York City, N. Y. on your busi- 
letterhead. The ads are inspirational 
lead to many ideas for winning 


ness 
will 
windows. 


and 


—NADI— 
MEMBERSHIP: We have been receiving 
inquiries regarding participation in Market 
Week from non-member firms. To show 
during Market Week membership in the 
Association is required. For further details 
regarding applications write to the National 
Association of Display Industries, Hotel 
Governor Clinton, New York 1, N. Y. 


—NADI— 
SITUATIONS WANTED: Over past years 
NADI has made its facilities available as a 
clearing house for job opportunities within 
the trade. This we consider an important 
service to both man and management. We 
would like to be of greater service. 

If you know of any job opportunities in 
display, let us hear about them. Right now 
we know of an excellent display assistant 
looking for a new connection and of a tal- 
ented display designer, a Pratt graduate, in 
search of employment. 

On the jobs available side, we have one 
request on file. It is for an office assistant 
with a member firm in New York City. If 
any skilled office man is interested, please 
contact the NADI. 
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FOR The XIX SPRING MARKET 
NADI ROMANCES ROMA 


ROMA ETERNA 


NADI MODERNA 


PRESENT 
“SPRINGTIME IN ROME” 
FEATURING 
DISPLAYS FOR SPRING — CHE BELLEZZA! 
DISPLAYS FOR SUMMER — CHE GRANDEZZA! 
ADDED ATTRACTIONS 
A TRIP FOR TWO TO ROME IN THE SPRING 


QS ALITALIA amines 


CHE BONANZA! 


CHE ELEGANZA! 
. 


A GALLERIA OF PHOTOGRAPHS OF 
SPRING-SUMMER WINDOWS SUBMITTED BY DISPLAYMEN 
LIRE FOR THE VICTORS 
a 


— FOR ALLEGRIA — THE VIA NADI — 
— SIDEWALK CAFES — ESPRESSO COFFEE — 
JOYS OF VIA VENETO 


JOIN IN THE NADI SERENADE TO ROME 


NEW YORK TRADE SHOW BUILDING 


Sponsored by: NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


DECEMBER 4-8, 1960 


HOTEL GOVERNOR CLINTON — NEW YORK 1,N.Y. 


_—_ 


/ 
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ALITA LIA 


AIRLINES 


ea 
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The View from Ferdi's 


Shown above is an on-the-spot sketch 
drawn by the well-known display designer 
Cecelia Staples while seated at Ferdi’s Side- 
walk Cafe, at 43rd street at the United Na- 
tions Plaza. From this vantage point end 
less scenes of absorbing drama passed by 
during the current session of the U N Gen- 
eral Assembly. 

“New York City has more 
colorful, nor its people more sobered, by the 
presence on their doorstep of the world’s 
leaders, ranging from the suavest diplomats 


seldom been 
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to the most uncouth boors,” Miss Staples 


concluded. 


“Keep moving, please! Keep moving!” 
was the cry as surging crowds ranging from 
the merely curious to those deeply and per- 
sonally concerned were held in check by 
some 8,000 New York City policemen doing 
their job in an efficient, watchful manner, 
eyes peeled for the potentially dangerous in 
the ever-changing crowds. Chic matrons 
with poodles mingled with colorfully-cos- 
tumed nationals from countries which are 
but names to most Americans. 


The hundreds of news reporters and pho- 
tographers covering what they feel to be 
“the biggest story since V-J Day” found 
Ferdi’s an ideally-situated hang-out. Miss 
Staples chose this spot to sketch the varieties 
of people constantly passing by, their eyes 
searching the towering glass structure with 
its fluttering member-nation flags just across 
the street. 


Mani-Kleen Purchased 
By Spartan Chemical 


The purchase of Mani-Kleen, mannequin 
and fixture cleaner, by the Spartan Chem- 
ical Corporation, 1529 W. 14th street, Long 
Beach, Calif., from Laboratories, 
Wilmington, Calif., was announced recently 
by Robert W. Flowers, vice-president 
sales manager of Spartan Chemical 
Mani-Kleen is 
cleaning 
and has 


Bontec 


and 


designed specifically for 
mannequins and display fixtures 
been on the market for over 20 


It is used by manutacturers of dis 
play products and by stores throughout the 
United States and Canada. It will continue 
to be merchandised under the condi 
tions as before and is available through dis 
play manutacturers and jobbers. 


years. 


Same 


manutac- 
products for in- 
dustrial and commercial use and produces a 


Chemical 
wide 


Spartan 
tures a 


Ce rporat ion 
variety of 


large number of cleaners and chemical com- 
g 
pounds for a dozen or more industries. 


Lederman Supplied 
Costumes To Whitney's 


New York 


City fashion historian, has announced that 


Charles Lederman, prominent 
the costumes on the figures in the display 
shown on the cover of our September issu 
were from his historical museum. The dis 
play Whitney's, Albany, N. Y. In 
addition to founding his museum at 16 W 
77th street, New York City, Mr 
is the author of You and 
densed but highly informative 


was by 


Lederman 
Fashion. a con- 
history of 


costume 


Tulnoy Lumber 
Offers News Letter 


Tulnoy Lumber and Trim Co., Inc., 17 
Ridgewood Place, Brooklyn 27, N. - has a 
very interesting news letter that it mails to 
friends and customers each month. Readers 
are invited to have their names placed on 
the firm’s mailing list. 





MOTION setts tHe coops 


Display your merchandise in a dynamic way — 
in motion — on a ROTASELLER. Motion not only 
stops the sidewalk shopper it ups the 
chances for a sale by showing the goods from 
all sides. To sell ‘em, show ‘em. 


ROTASELLER IS BEST 


It's a better Turntable because it's better made. 
Top plate lifts off —has holes to attach large 
Masonite or plywood circles. New Departure 
Bearings. Top plate and base extra strength 


Reynolds Aluminum, 250 lbs. capacity. Uncon- | 


8285 | 


ROTASELLER REO (Rotating $34.95 | 


ditionally guaranteed for 
one year.. 


Electric Outlet) ms 


Stores nation-wide report increased sales paid | 
for ROTASELLERS immediately. Four additional | 


models available. 


STOCKED BY LEADING DISPLAY JOBBERS 


ULRICH BROS., Inc. 


2923 Agnes Street, Corpus Christi, Texas | 





SHIRT FRONTS 


PROX 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. ¢@ Conventional 
® Short Point (illustrated) @ Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
alwavs a perfect knot. Packed 1 doz. as- 


sorted colors to box. 
$12.75 per doz. 
Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 


Tri-State Displays Moves, 
Adds Quantity Machinery 


With its move to new 20,000 square foot 
quarters Tri-State Displays, Inc., Minne- 
apolis, has effected a change in the company 
name to Tri-State Display Center. The move 
into the new building at 1221 Glenwood ave 
nue in Minneapolis was completed July 1. 

The firm specializes in display advice and 
consultations, promotion planning and chain 
and group promotions. Manufacturing facili- 
ties are set up for production of point-of- 
purchase signs, various types of displays, 
showcards, charts, and indoor 
outdoor signs 


decals and 
Solar Displays 
In New Location 

Solar Displays, Ltd., Calgary, Alta., Canada, 
has moved from 423 Third avenue, S. E., to a 
new location at 1139 11th street, S. E. 


New Pneumatic Stapler 
Announced by Staplex 


A powerful pneumatic stapler, designed 
for rugged industrial and commercial fas- 
tening jobs, is now being marketed by the 
Staplex Company of Brooklyn. Called Stap- 
lex Model SA-100, the sturdy, efficient, air- 
powered fastening machine is made to per- 
form the hundred and one industrial stapling 
jobs to be done, wherever air power is avail- 
able. 

Equipped with an instant acting 3-way aur 
switch for either foot, knee, or hand oper 
ation, the SA-100 
operator's own 
work is ted into it. 


performs efficiently at 


speed, as fast or slow as 

For an illustrated brochure, write to the 
Staplex Company, Industrial Division, 777 
Fifth Avenue, Brooklyn 32, N. Y. 





pe DISPLAY PARADE M257 by Sek 





& READY TIES| 





Pauc ts MARRIED Anpv THE PROUD FATHEE OF A 7 MONTHS OLD SON.... 
IS %O YEARS OLP AND BEEN IN THE DISPLAY PROFESSION (2 YEARS. 


STUDIED AKT IN SAN JOSE, STUPLED PESIGN, COLOF AND LANDSCA- 
PEING IN JAPAN. SERVED IN KOREAN WARK WITH SED INFANTRY 


a 


, 


Pivision. AS MILITARY POLICEMAN. 


4 
display director... FS LUM 
SAN JOSE, CALIFORNIA 


ON BOARD OF DIRECTORSS§ et 

FOK “PACIFIC NEIGHBORS ~._- 

SISTER Crty AFFIL 
BETWEEN OKKAYAMA JAPAN 


ANP SAN ~JOSE. 


MEMBER SAN, Jose 
MERCHANTS ASSOCIATION 
PROMOTIONAL COMMITTEE. 


<p 4 


HOBBIES: WATER CoLoe 

...- LANDSCAPE DESIGN 

INTERIOR PECORATING 
... PHOTO GRAPHY .. 
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New Plastic Drapery 
Reduces Heat Transfer 

The Jaylis sculptured traversing drapery 
combines the permanence of plastics with 
the decorative features of fine fabrics, Jaylis 
Industries, Inc., 514 W. Olympic boulevard, 
Los Angeles 15, claims. The drapery material 
is made up of many small sections of rigid 
plastic squares. It hangs in true drapery 
folds and is as easily installed as any fabric 
drapery. The plastic sections are molded to 
give a 3-dimensional effect and to admit air 
through inconspicuous slots. 

Not only is Jaylis drapery material decora- 
tive, but the firm claims that heat transfer 
to the interior is reduced considerably. 
“Thermal conductivity is a thousand times 
less than through aluminum,” it was reported. 

Displaymen with open-back windows and 
with particular decorative or heat problems 
should contact the firm for samples and 
other information. Manufacturing rights in 
foreign countries have been acquired by the 
Hunter Douglas group of companies, which 
will use the trade name “Flexalum Stellair’’. 


New Flocking Includes 
Adhesive—Just Add Water 

A new advancement in flocking—a floral 
flock that has its own built-in adhesive mate- 
rial and requires only water for application— 
is being announced by Cellusuede Products, 
Inc., of Rockford, Ill. Called Aqua-Spray 
Rayon Floral Flock, this new development 
is designed for use in flocking holiday trees 
and wreaths, as well as all kinds of floral 
pieces and decorations throughout the year. 
It comes in three completely flame-proof 
colors—“White Sno,” “Pale Pink” and “Icy 
Blue.” 

Because it has its own adhesive “strength,” 
users of the new floral flock are instructed to 
“just spray it on.” Aqua-Spray is easy to 
apply uniformly and without waste. It has 
been developed and processed to flow freely 
and will not stick or clog in flocking equip- 
ment. Rigid quality control and testing in- 
sure that rich-looking Aqua-Spray stays 
fresh long after many other flocks fade and 
discolor. 

Samples of the new Aqua-Spray Rayon 
Floral Flock can be had by writing Cellu- 
suede Products, Inc., 500 North Madison 
Street, Rockford, Ill. 


New Bulletin Boards 
Use Peg Principle 

A new type announcement board, fabri- 
cated of aluminum framed perforated panels, 
is being introduced by Pryor Marking Prod- 
ucts, 434 South Wabash avenue, Chicago 5. 
The perforated sections are made to secure 
three-dimensional plastic characters which 
peg into the background and can be changed 
as desired. 

The “Movitex A-1” announcement board 
panels have a black satin finish and are 
available in sizes ranging from 18 to 12 
inches to 36 by 54 inches. The units can be 
hung either vertically or horizontally or used 
with “stand up” easels. The boards are 
cleaned with a damp cloth. 

The Movitex characters will not chip, fade 
or crack the manufacturer claims and pro- 
vide long service. They are available in 
white or red plastic in various sizes. 
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MEMO TO DISPLAY 





DEPARTMENT : 


This year, let's get ahead of the 
competition with FRESH Displays! 
There was some terrific new stuff 
at the convention this year called 
Wind-O-Lite. Tacks, staples or 
glues on, in strips of reflecting 
discs that keep in constant motion 
with just vibration. Comes in 
colors, easy to work. Write and 
get a sample so we can come up with 
something different and SPECTACULAR! 


89¢ Per Yard 
Silver Aluminum 
100 Yd. Carton 








Patents: U.S.A.—RE24368; 
Te Mexico—56047; UK—800799. 


s Sign With Life 
Tel.: Li 2-7785 P. O. BOX 1250 
BROWNSVILLE, TEXAS 

















ZARIA’ 
Children 


You and your 
buyer will 


like them too. 


PRIMAVERA 
SERIES 


Sizes: 
4-6-8-10-12-14-16 


Write for 
Photographs 


and Prices 


' Clothes by Tony Weil 


| Zaria DISPLAYS, 434 Sixth Ave., New York City 11 

















sNow! sNow! | Cherry Blossoms at Sears, 
BEAUTIFUL | 


$ NOW! Sales volume boosted 34-40 per cent on apparel floors as result 


Beautifully WHITE of display and sales promotion efforts — plus larger space at new 
a in store . . . Rickshaw, Japanese Torii gate borrowed props. . 
olors. 


Guava trees suddenly sprout cherry blossoms 
e 


POLY -PETAL 


{In Petal-like Flakes) 


and 


COLO-SNOW 


{In Granular form) 


Your Jobber or Direct. 


Malros Company 


“The House of Colors” 
BOX 289 DOVER, N. J. 

















NATURAL PREPARED 


FOLIAGES , WOOD 
| 





TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 
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Honolulu 


HE month-long Cherry Blossom Fes- 

tival annually brings forth the best 

display and sales promotional efforts 
of Honolulu, Hawaii, retailers, with this 
past spring being no exception. Sears, Roe- 
buck & Company, the city’s major depart- 
ment store, capitalized upon the Japanese 
Junior Chamber of Commerce-sponsored 
event throughout all wearing apparel depart- 
ments. 

Total sales volume for women’s apparel 
departments ranged from 34 to 40 per cent 
higher than the previous year, store execu- 
tives enthusiastically reported. Not all of 
the increase was attributable to the Cherry 
Blossom promotion, they agree. Some credit 
had to go to the increased floor area in 
the new Sears store at the Ala Moana shop- 
ping center, not open in time for the 1959 
festival. 

An authentic Japanese Torii Gate (bottom 
photo) and rickshaw (top photo) were 
focal points of the display in the ladies 
department on the fashion aisle. The former 
serving as “official” entrance to the aisle, 
and the latter carrying a mannequin on 
the main display platform. These were 
loaned to Sears by local merchants who re- 
ceived credit in signing. 

The bower of cherry blossoms down the 
fashion aisle was made by Salvador Guting 
of the Sears display department, who tied 
Japanese-made, paper, cherry blossoms on 
leaf-stripped guava trees cut from the hills 
outside Honolulu. 

Merchandise chosen by Fashion Coordi- 
nator Jeanne Stark suggested travel to 
Japan. Mannequins were displayed with lug- 
gage in color coordinated groupings pro- 
moting travel wardrobes against pillars of 
travel posters and cherry blossoms. Signing 
stated: “Travel in Fashion with Starline 
(Sears brand)—Luggage Department, Street 
level.” The main display platform had light 
“lady tourists” (mannequins) grouped around 
one in a rickshaw against a cherry blossom 
tree and a Japanese landscape mural. 

The rest of the wearing apparel depart 
ments — children’s through men’s — partici- 
pated in the theme with displays of Cherry 
Blossom Queen candidates’ pictures mounted 
on cut-out Japanese lanterns in Behring 
frames topped by three-dimensional hard 
board “pagoda” roofs, which were also fab- 
ricated by Mr. Guting. Branches of cherry 
blossoms were also used- with displays and 
became an integral part of a seasonal spring 
promotion. 

Display Director Frank Conchee received 
assistance from the local Jaycees in secur- 
ing the borrowed props and natural decora- 
tive materials. 


Hoffman Joins Giddings 
At Cincinnati 
Tom Hoffman has replaced Paul Dorset, 


resigned, as display manager of Giddings, 
Cincinnati women’s apparel shop. 
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Cndas le, 


BEAD CHAIN 


eeoneneen en @ 


"IT SWIVELS > 


iT HAS 
THOUSANDS 
OF USEFUL, 
COST-SAVING 
APPLICATIONS! 
Bead Chain is available in 5 diameters 
from 3/32” to ¥%” with tensile strengths 
ranging from 18 to 200 Ibs., in a 
variety of metals and finishes. 
No matter what the requirement, 
our engineers will be glad 
to assist you in solving 7 
your chain applications. = ie. 
. gehts 


THE BEAD CHAIN manuracturine co. 
94 Mountain Grove St. Bridgeport, Conn. 











MOZAMBIQUE CONTESSA TRAVATEX MIGNON 


Pe Pilg Pg 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


~ 
~ 

ieee ens 

~~ ‘ye 


oo“ 
RO A OEERS CAR we 0 4 OF) Ona e 8 


*vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Viertex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors soit pastels to brilliant tones . . . 50 textures boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade resist stain, flame and mildew wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I * Phone: LOngacre 4-0080 











It's New! It's Terrific! 


Cc L M Pp O ee Reflective Sign Material The sheeting is manufactured with an out- 
-_ . ~ , > > 1. ce itive “le e 
A | Comes In Five Colors door type, pressure-sensitive back protected 
ese with heavy release paper. The backing will 
DISPLA v LEGS A new reflective sign and display material, reportedly adhere to any smooth, dry sur- 
| available in five colors, is being introduced faces. It can be die cut or hand cut to shape 
For a | by \ + Corp., 263 E. State street, Mil- with a scissors or knife. The manufacturer 
Stadioseweds waukee 2, Wis. The material is supplied in reports the material has found a good appli- 
@ Partitions sheets, 19% by 24% inches in size (3% cation on bulletins in various parts of the 
. Booths square treet). country. 
@ Circles Available in silver, gold, red, blue and a 
@ Signs green, the Vibrite sheeting is self-adhesive New Flocking Machine 
with a surface of flexible die-cut petals of 
i NO NAILS dew suriace of flexible die-cut petals of 5. Volume Work 
NO SCREWS © mirror coated plastic. The petals are firmly 


attached at centers to a patterned backing of A flocking machine, developed from the 
Mm NO WIRES the same color. The open ends flutter with ‘“Vibro-Floc” process, is being marketed by 
| the breeze, flashing reflected light in all di the Floc-Flo Corp., 1043 W. Randolph St. 

Expand to fit any | ; “¥ ig 
width hap. rections. Chicago 7, for use in volume flocking of 
Quick on .. . Quick off. The material can be used for a myriad ot letters, signs and a myriad of other items. 
“JUST CLAMP ON" applications from bolstering pictorial effects The process can be used on flat surface 
wu " LA é to adding sparkling animation to borders, materials such as fabrics, plastic, metal, 
11 in. high, iI in. leg cut-out letters, abstract design elements, paper, etc. Equipment occupies small floor 

spread — 3 in. steel 


bar — black finish. an fae 


6 or more 


qe “SH © TRADE PERSOMALITIES No.206..by Coed 


pair pair 











| Born APRIL 13, 1919 IN SYRACUSE, ITALY. CAME To THE UNITED STATES 
| IN 1928. ATTENDED PUBLIC SCHOOLS IN ALBANY, NN. STUDIED 
ASSOCIATED DISPLAY | SCULPTORING IN mane: wae ANP THE BFKOOKLYN MUSEUM 
DESIGN | IN NEW yvorK. 
1000 Pike St. 
Seattie 1, Wash. 
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WARDROBE 


PACIFIC AREA FOR. 
U.S.ARMY DURING 
WORLD WAK IL. 
> ENTERED THE PAPER 
,  MACHE BUSINESS 
ie IN 1939. IN (950, ONE 


me) SERVED IN THE 


Ill = © 


HosBiEs: 

CKUPSING ON ¥ 

3! FT. CRUISES = _ aaa : 

WITH WIFE RRY = . . Winter eoenr: 

AND DAUGHTErs, | f/f WF” ti onthe 
ey MATE) ? IS AN AUXILLIARY 
NINA,AGE I0 (SECOND ma Paola, ys coed OO 





Rental of authentic and reproduc- 
tion period costumes and accessor- 
res in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhovette. 


HERBERT CALLISTER 


LYDALL ST.. MANCHESTER, 
Mitchell 9-6319 


one 
. 


LOMBARDO & CO. INC, 
BROOKLYN, NY. 


- 
_ 
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Modular Plastic Sections 


For Illuminated Displays e “' ® S 
Modular plastic sections for illuminated This Fabulous ge Fascinating 


bulletin-spectaculars, available in almost any : 
size desired, are being introduced to display e : ; ba 
and exhibit designers by Neon Products, Pw ig te Pi qua ISp ay 
Inc., Neon avenue, Lima, Ohio. The sections j : | 
e e 
with 1001 Sparkling uses 


Commands attention day “4 i ' | \ No electrical work— 
and night—Unusval light- | his ie . \\ Made of anodized 


ing effect—Like a cas- Aluminum — Durable 


cade of diamonds! Same Rust Proof Pump— 


water circulates through Mae SF I * | Guaranteed One 
filter. Just plug in ordi- d r4i \ Full Year—Built to 


nary A.C. outlet. last indefinitely. 


REAL 264 


FOUNTAIN —— . West 40th St. 
DISPLAY CO. -_ | New York 18 


SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 


No. A-liI—THE SUIT. Beautitui No. A-9—FINEST QUALITY outfit made of 
and lush soft Velveteen Suit RED VELVETEEN. Consists of overblouse, 
with REAL WHITE FUR trimmed pants and Velveteen hat trimmed with white 
on hat, overblouse and leggings. PLUSH. Heavy weight leatherette belt with 
Black patent leatherette belt large gilt buckle, leatherette boot tops with 
with large gilt buckle. white plush trim. Large size only. 


$1 15.00 without wig & beard $75.00 without wig and beard. 


No. A-5——DE LUXE RED VELOUR OUTFIT, without wig & beard 
No. A-3—RED TWILL SANTA OUTFIT, without wig & beard 





fit securely together, are faced with blank , a me SAN TA W H G oa 3 EAR D S E T S 
acrylic faces and are assembled ready to dec- 100% Nylon Wig & Beard Set, Standard... ...$19.90 


orate. De Luxe Nylon Wig & Beard Set—50% fuller than Standard $29.50 
The sections are complete with high output Super DeLuxe Nylon Wig & Beard Set—100% fuller than Standard. ss. - 


fluorescent lamps and faces and can be Saree UNG @ Rea’ Ser eset t ee 
butted together to achieve desired length. ORDER NOW! | ee 
Section illustrated is 5 feet in width and 10 ; TSF 4s) ERGRO 
feet, 4 inches in length. Two plastic face Mail orders filled es ae 
modules are contained in each section. (One immediately. 

module is removed in photo to illustrate 
overlapped position of the fluorescent tubes.) 


Sign Display Firms | H | M B EK R to a 12” x 12” Timber. 

Under One Roof ; From a 1” x 2” furring strip 
General Art & Process Service and Lionel 

Displays are now located in the same building 

at 812 South Alamo, (St. Mary’s at Alamo), 

San Antonio, Texas. General Art produces Masonite Cut to your specifications by one of New York’s 


threatre poster and lobby cards, advertising Celot LARGEST and most DIVERSIFIED Lumber Companies. 
art, TV camera cards, photo murals, display evolex 


cards, banners—paper, cloth, plastic, cut- Mouldings © FAST SERVICE @ 


outs—figures and letters, bumper strips, shelf 
strips, showcards—posters—price cards, let- Homasote T | | 8 N QO y LUMBER 
tering, pictorials, serigraphs, textile printing, Plywood & TRIM CO., INC. 
truck lettering, outdoor signs—metal, plastic, 17 Ridgewood Place Brooklyn 27, N Y. 


glass, plastic signs and any type of custom U pson Board Glenmore 5-414] 
signwork. 


Lionel Displays Division produces window, There are more Special Items in this MODERN Lumber Yard than in any other in New York 
store and lobby displays; convention booths 
—exhibits; backgrounds—store and televis- 
ion; animated displays; point of purchase FLASHERS 
displays; flowers—foliage; wood-metal-plas- 

tic fixtures; display props—sales and rentals; Since 1908 


store promotion kits; mannequins; float de- Force Attention, Increase Advertising Value 
sign and construction; theatre fronts and de- 


sign-processing-installation service. REZ 2ERS 
Gene Farris and Lionel Galindo are their ® 


sales representatives. 3055 RIVER ROAD RIVER GROVE, ILL.« 


ae" 
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PROBLEMS BECOME ASSETS 


Gilded Gals Identity 
Seattle Fashion Shop 


—An engaging fur storage window display used at Littler Fifth Ave... . 

Gilded mannequin in silk dress shields eyes from summer sun's glare and 

casts aside minks . . . On ribbon were the words: "Don't let the Mice 
get in your Mink’ — 


—An unusual open-backed window is this one with the boomerang-shaped 
pedestal .. . Displays on it are arranged effectively to draw shopper's eyes 
into store, and up and down... This treatment helps relate this window's 
8-foot height to that of adjacent, taller one . . . The white-fringed, white 
velvet hanging, gold beads, crystal drops and apothecary jars, and 
marble-topped table tie-in with mannequin, and carry out feeling of 
quality Littler Fifth Avenue wishes to project to shoppers— 








By GLADYS NELSON 


People began talking about the cop- 
per-toned ladies in the windows of Lit- 
tler Fifth Avenue ten years ago — and 
they're still talking . . . So why stop now! 


—The light-copper-gilded mannequins of Littler Fifth Avenue, idealize the 

resort-pampered skin, thereby heighten impact of all clothes, even gold 

lame and dark mink . . . The orange of silk backdrop behind mannequin 

matched fringe on sandstone chess piece, which was treated to look as if 

it were a lamp . . . The fringe was sewed to beige cloth which ties prop 

with neutral background . . . Other props are golden .. . This is an 
| 1-foot-high window— 


—In this open-backed Littler Fifth Avenue window, crystal chandelier, 
red velvet hanging, and screen are in keeping with each other, and 
together, by illusion, lower the 14-foot height of this window . . . Directly, 
or by illusion, Littler Fifth Avenue employs natural settings for displays— 
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INDOW DISPLAYS bearing un i ip pi agmaammmmmma 
\X/ mistakable store indentification are a tii a . ae 

year-around achievement of Littler oo : 4 TAPE AGAINST WINDOWS 
Fifth Avenue, high-quality apparel shop for | : 


women in Seattle, Wash. These are the re- q 7 " ‘ OR ANY FLAT SURFACE ! 


sult of problems of both emergency and 


chronic nature which have been turned into 4 ; FULL COLOR SANTA 


assets by the use ot ingenuity, o¢ od psycho- Bs : 

logy and sound display technique. | : ON PLASTIC SHEETS 
Mrs. Barbara Jensen, display director, 

explained the emergency which was the A No. CP-24 —Jolly Santa Claus com- 

origin of the hallmark of Littler women’s % plete with his bag brimming over with 

apparel windows both in Seattle and in 





gifts. Printed in bright red, green and 


Pebble Beach, Calif. the copper-gilded c - 
, , : - black on two clear polyethylene sheets. 
mannequins. ‘ : : 


“Not long after the addition, about ten Simply Scotch tape the two sections in 


years ago, of the women’s shop (now vir- position against window, etc. Size 6 


ft. tall. Each $1.95 


tually a separate operation to the original 
mens store, we needed all our mannequins 
for a display program, but some needed ; . 
repairing. The aise at was to gild them all. fa No. CP-245—Same as above except 
“People talked about them. Surprisingly, 3 . printed on single sheet 40 in. tall. 
they went so well with the quality of clothes | . 4 Each 95¢ 
we carry that we decided to keep them. Now ee 
we order all our mannequins, including 


blouse forms, finished this way with just (5 AR R iT ~ () N W AC . N k R CC () 
a touch of natural color to lips and eyes. J : : . 
Recently, we have been using a softer shade 2018 WASHINGTON AVENUE ST. LOUIS 3, MO. 


of copper. I believe we are the only ones 














whose mannequins are finished this way as 
a regular practice.” 
Another problem in the Seattle shop is the No. 4038 


irregularity of the 14 windows. Varying from 


five to 14 feet high, these have various WALL SCONCE LIGHTING FIXTURE, with 


shapes and depths. Some have closed backs, 
some have open backs, some partially open ; : : 

backs. ra Pane a feeling ead this variety Ganee Seek in wont ot Mines Splatter, tite 
of windows belongs to the same store is eye-catching Multi-reflections, excellent to use 
especially important. Irregular windows must : ; ; < 
be planned and trimmed individually, yet co- with our Flicker Flame Bulb. Ask for illustrations 
ordinated by finding props alike but of dif- 
ferent sizes. The gilded mannequins and 





and quotations on our Period Lighting Fixtures. 
blouse forms help in creating unity among 
the windows because they are more eye- KENBURY GLASS WORKS 
catching than the usual ones. As a result of 
careful planning, irregular windows add in- 
terest to the exterior appearance ot the 132 West 14th Strect New York 11, N. Y. 
shop, both along downhill Fifth Avenue, and 
in the arcade leading to the upstairs ofhces. 
“T also try to coordinate background treat- 


\ , 
ments with color and type of prop | use. We E-Z-HANG” Fixture Canopy | a ‘ 
: wm os ||| GOld-Silver Tinsel 


ground changes, so we use a lot basic mono- CONVENIENT OUTLET 


y Oa STRAP-SCREWS & HOOK - A B K | Cc 
tone, conservative props, and natural toliage, | 


or something that looks preserved from AN GASY WAY 


. | 
nature. To tie in gilded mannequins, we use ; A Faye Ap | FLOCKED PAPERS 


ea AiR Ae ae i THE CONVENIENCE FOR | 
metallic finish in certain ther props such a A cUusTOMER | DUVETYNES 
bare branches, rattan furniture and wrought TO UNHOOK AND CLEAN 


iron, which as raw props then gild 5" Diameter - 17/9" Deep ANY CRYSTAL FIXTURE | SPARKLETTE 
“Our overall approach is to use real. Brass, Chrome or Black Finish CHANDELIER AND ETC. | GOLD MESHES 


but not necessarily expensive, things. Real Add-A-Shelf HANGERS 


leaves or real crystal can carry implications ore constructed of rust- : DYED BURLAP 


proof steel, all exactly 


of the real silks, real vicuna, real mink, and “ x 12 inches. New Grass Mats ~~ 34/2 = 6 feet 
so on, that we sell. shelves can be added 


any time. | ~ Always In Stock 
Wieboldts To Retain Just Hook On VAN ARDEN FABRICS MFGS. 


Mandel: Staff SEND FOR OUR NEW apart AND PRICE nL 9 No. Moore St. New York 13, N. Y. 
Mandel Brothers, with three stores in the ANGELO BROS.CO. ie os pe : 


(Chicago area, has gone out of business. The 
three stores have been sold to Wieboldts, a 


long standing name in Windy City depart- Ea X bea | B | T 5 @) Oo T 4 y | AUTOMATIC WooD TURNINGS 


ment stores. Mandel Brothers’ display di- o Remenrect 
h proofing Spray * Portable Canopies 
rector, Carl James, has been retained by the | | © Mirrored Balls ¢ Draperies * Spotlights All Types of Finishing 
: : « Crowd Control! Equipment Dowels and Balls in Stock 
new management. He announced that the 


i 
former Mandel’s display department is func- | FILJON, INC. H. ARNOLD WOOD TURNING CO. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 363 Union Avenue, Brooklyn 11, N. Y. 
Write for Literature | STagg 2-5693 














restrict ourselves to making seasonal back- 






































tioning as normal and no major changes are 
contemplated. 




















NOVEMBER, 1960 








LOR SALES 
COM PANY [Gaethamed fren page 24) 


INCORPORATED It seems to be true that too many new 


ANNOUNCING OUR stores are required to make expensive changes 
NEW LOCATION after opening, and that many of the mistakes 
could have been corrected in advance if skilled 
660 South Anderson Street consultation had taken place during the planning 
stages. 

Let me point out that mistakes are also 
frequent in regard to decor, display facilities 
Manufacturers of fine Men's and and store layout. His particular areas are not 
Children's manikins. Also the pat- the only ones where ‘'goof-up's' occur. How many 
ented "SWIVEL-WAIST-ACTION wonderful stores have been built only to find 
that the doors into the display windows or the 
FORMAQUINS™® (trade mark) in corridor space behind the windows are too small 
burlap and other finishes. to permit larger props and fixtures to be placed 
in the windows? How many floor layouts have 
at undergone radical reorganization because the 
traffic flow was not thought-out in the planning 
*U.S. Patent No. 2534757 stages? Has there ever been a large store where 
Canadian Patent No. 496041 one or more of the departments were not repainted 
shortly after opening because of a disagreement 
on proper colors? 

WHITE MICA Gerry L. Satterlee, display director of 
SAO, Stix, Baer & Fuller, St. Louis, thanked us 
recently for giving his "forward thinking store 
management™ some of the credit for the success of 
FIREPROOF . . . REALISTIC his Christmas Castle promotion, covered 
SPARKLES LIKE Zeal SNOW extensively in last month's issue. He added this 
this comment: "Would that more top management 
Available in 50 Ib. Bags across the country had the imagination to realize 
U.S. MICA COMPANY, INC. the long term value of institutional spectaculars. 
a. Ree aie mae If more would realize that item advertising i 
STAMFORD, oem. ILLINOTS accounts for only 20 per cent of customer traffic 
and that the other 80 per cent are in their 
QUIK-CHANGE stores because they ARE the STORE that they are, 
Magnetic Letter Signs I believe much more money would be spent to 
Fluorescent backgrounds @ Exclusive features improve and further the institutional image." 
a Ohio Three well Known and liked members of the 
Sales Representatives inquiries invited display industry have died recently. Ernie Meier 
and Jules Mayer were both good friends of DISPLAY 
porecnamnbicgagos yy WORLD. Most of all, we'll miss the biggest little 
ALL SIZES—toree er Small guy in the business, Frank Dubin. A lot of 
stories will be told about his sales abilities 
before he's forgotten. 


Los Angeles 23, California 



































Write tor tree itustratec toider 
AMER-STAGE EQUIPMENT | 
805 E. 134 St., Bronx 54, N.Y. | Cordially yours, 


Lumi- plug Pegs & 
ohale} (ole) Mote) lele mle] | 

x DISPLAYS + SIGNS | ae 
CONTROL BOARDS | 











MARKET MAPS 

Writ r FREE f 
THE seme plug COMPANY 
15 W. 44th Street, New York 36,N_Y 
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ALASKA ... Observing the Present, 
Looking to Future 


(Continued from page 48) 


budget equals that of any of the larger 
stores in the South 49 doing the same volume 
of business, while their payroll budget is in 
excess of $16,000 per year. 

Today, there’s a store to fit the needs of 
every Alaskan, from budget prices to or- 
iginals, burlap to vicuna. And most Alaskans 
have become educated that any mail-order 
saving is insignificant, since they must pay 
all the shipping costs and there's always 








ATTN: 


CHRISTMAS DECORATORS 


Inside and Outside Decorations 
Aluminum Foil Garland 
String Lights, Ornaments, Etc. 


Write for literature — dealer prices. 
Manufactured by: 


1211 E. Fayette St., Box 122, Syracuse, N.Y. 











—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 








Outstanding 


PLASTIC SCULPTURE 


From Drawing — To Model — 
To Mold — To Finished Art 


Antique Reproductions to meet your 
most exacting standard. 


Inquiries welcomed. Send us your sketches. 
ever Style Display Co. 


2411 Westchester Ave., New York 61, N. Y. 
TYrone 2-8400 











FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 








SHOULDER COVERS 
Crystal-clear — polythene. 
Price list and samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 VARDVILLE, N. J. 
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the risk of dissatisfaction. Still, many remain 
on the mailing list of the Pacific Northwest 
large stores. So actually, merchants have 
more reason to fear “outside” competition 
rather than among themselves. 


Although display is the desire of every 
store owner, he must face the concurrent 
problems realistically with skepticism of any 
immediate relief for them: higher labor 
costs, rentals, maintenance, utilities; inex- 
perienced youthful personnel; the frequent 
turn-over arising from the necessity of hiring 
military dependents or other seasonal work- 
ers: insufficient floor space, and unexpected 
shipment delays. If time is of the essence, 
air freight is speedier but, of course, that 
means higher freight charges. 

Despite this, retail prices must remain on 
par with the Pacific Northwest; nationally 
advertised merchandise must sell at prices 
advertised. 

Often it’s the preference of the individual 
store manager. Some prefer closed-windows 
which allow each department its own ex- 
clusive display without detracting the view- 
er’s eye to other merchandise. Here, space 
is the contributing factor. Rental is extreme- 
ly high. Since location and long-term leases 
determine the cost, it may be even higher 
than the average forty cents per square foot. 

“We just don’t have the room,” says a 
store manager, “Furthermore,” he conti2ed, 
“Our store is a drive-in; our customers know 
exactly what they want before they come in.” 
This particular store is newly-constructed, 
with 26,000 square feet and has less than two 
feet of space between racks and counters. 


Another large department store was forced 


to take out their closed-windows so as to | 


enable them to get more sales per square 
foot, only to find it difficult for interior dis- 
plays. 


Still others are handicapped by lack of 


window space. “I only wish I had more of | 


them,” said the owner of a ladies apparel 
shop wishfully. “People definitely shop by 
the windows.” 

Newly-constructed stores, planning for the 
future, have erected structures that will en- 
able them to build “up.” But many smaller 
and well-established shops are housed in 
their original frame buildings and in some 
cases today are being hemmed-in by sky- 
scrapers. 

For others, their board-front exterior has 
been replaced with up-to-date modern build- 
ing materials, but high operating costs pro- 
hibit any drastic change for the inside phy- 
sical appearance. Another reason, their en- 
tire capital is invested in merchandise. And 
with steadily increasing competition, their 
risk becomes greater. 

Visitors from the Far East, Europe and 
the continental United States voice their 
surprise to find Alaska’s women to be among 
the best-dressed in America. Not only are 
the women fashion-conscious but demand 
superior quality. Shop owners, for this 
reason, make frequent trips to the fashion 
centers. 

Alaska’s store owners have resolved their 
problem of insufficient mannequins with an- 
other method of visual selling, fashion 
shows. The response to them has been tre- 
mendous and top management all agree 





| that it’s been most effective for them. 





If it’s made of 
WIRE 


get in touch with 


FASFORM™M 


Just tell us what you need, and if it 
can be formed with wire we'll give 
you a blueprint and a cost estimate. 
Write Fasform Formed Wire Products 
Division, Heller Roberts Manufactur- 
ing Corp., 6115 Carnegie Ave., Cleve- 
land !, Ohio. 


HELLER ROBERTS 


Manufacturing Corporation 
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U. L. Approved 


MINIATURE SETS By H. O. WHEELS leaving only the spell of eeriness that always blankets 


Twinkling and Steady Burning emptiness for the remaining few who must be in at- 
tendance, a transformation was taking place. 


A' MARSTON'S in San Diego, when the busy, busy 
tempo of a shopping day slipped into silent oblivion, 


24 or 30 Light miniature sets with screw- 
in bulbs which have permanent filaments. Like little elfs, working at night, a talented crew, tho’ 
If one goes out the rest remain burning. 
Available with green or ivory wire and 


sockets. Clear or colored bulbs. which works during the day, picked 


much smaller in quantity than the one 





TWINKLING SET with individually up the same busy tempo, however, to 


twinkling bulbs available in 20, 24 or transform a new expression for the 
30 lights. 


store with many tantalizing impulse 


JULIUS KUPFER INC accents to greet the shoppers of the 
f nt 


coming day; so well explained in 
Mifgrs. of Xmas Lite Sets & 
Display Specialties 


79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 


these photos. 














.... Osplay creators 
display manufacturers 





—Richard Hoare, display associate, is bringing 
plants from warehouse to landscape the scenes 
in the window and interior— 


—Roy Melton, display director, checks over the 
mannequins here and assigns them their sta- 
tions. All accept their assignment silently. 
Never, as yet, has one opposed his decision— 





(%, , | | .- : : Photos by W. Douglas Quackenbush 
david hamberger inc. 4 ) 


| wee owveot Slist. STREET | , ee —As the window takes shape, Roy makes final check of 
NEW YORK 1. NEW YORK | : n : measurements for the additional props yet to be used in 





vv final composition. Rexford Yale, another associate, is 


assisting— 
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MACTON 
TURNTABLES 


ae 445 


~) S 
= WAY T0 — 
BETTER 


¢, 4 
/$ ph 
Attract customer attention and hol: 


it with a rotating display built arounc 
a dependable Macton turntable. 


You can choose from four standard 
Macton turntables — 1’, 2’, 3’,or 4’ in 
diameter — up to 2000 pounds capac- 
ity. They rotate clockwise or counter- 
clockwise, have center rotating out- 
lets; so current can be supplied to 
displayed products. And these silent- 
operating turntables are inexpensive 
to run. The Model 200, for example, 
rotates a 350 pound load for abou 
one cent a day. 


Macton display turntables are built to 
the same exacting standards as the 
Mactonturntables fortelevision studio 
and industrial use . . . professional 
standards that assure you of the best 
turntables available. 
Write today for Catalog 17, showing 
the Macton line of display turntables 
all in stock — all backed by a one- 
year guarantee. 


Macltn 


MACTON MACHINERY COMPANY, INC. 
88 Dyke Lane, Stamford, Conn. 





Manhattan 


wood letter co. 


tweecanroearvrens 


151 WEST 18th pare. NEW YORK II. N. Y. | 





THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, [200 and 2500 pounds 
For outstanding features. 


INDOLA 
8820 Sunset Bivd., Los Angeles 45, California 














Clean Mannequins and Display Fixtures with 
QUICK, EASY, SAFE LIQUID 


Recommended by leading Mannequin Manufacturers 
Order from your display jobber. 
Spartan Chem. Corp. 


1529 W. 14th. St., : Long Beach, . Catif. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. 
Our Graduates are in Demand 


"RUSTIC & WESTERN DISPLAYS | 
@ Rustic Frames w U S$ T j Cc 


@ Rustic Boxes 
@ Bird Houses Furniture Co., Inc. 
*Parkcraft"’ 


& Feeders 
BIRCH Poles & Branches Phone NAtional 9-6479 
CEDAR Poles & Slabs Williamstown, WN. J. 
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—This is not a shopper, for the store is closed, 

but Ruth Jenkins, fashion co-ordinator, selecting 

merchandise and accessories for the 
trims— 


| —Job all done for the crew, but the boss still | 


Here Roy is checking 
lf all 


balances as planned, then one more trip around 


has a bit more to do. 
the schedule against the finished trim. 


| the store and homeward bound he too shall be. 


Daylight awakens to a new expression in the 
windows and interior of the store (top, opposite 


page)— 


Ever Style Display 
To Design, Mold Plastic 


Iver Style Display Co., 
specialize in the manufacture of plastic cast- 
ings of display props and figures for the 
display trade, combines the talents of several 
men well-known in display. Paul Galluccio, 
owner, announces that Michael Di Marco of 
Idi Marco & Bartoli Co., New York City, 1s 
affliated with Ever Style as a sales repre- 
sentative. In addition, Matthew Gennaro of 
Bel Art Decorators has joined the company 
as a design sculptor and mold maker. 

Mr. Galluccio pointed out that Ever Style 
is in a position to handle any type of plastic 
sculpture from sketch-to-model-to-mold, and, 
finally, to the finished product. The com- 
pany 1s located at 2411 Westchester avenue, 
New York City 61. 


Herzberg-Robbins Has 


Rattan Mannequins, Forms 


A recent addition to the line of Herzberg- 
Robbins, 110 West 30th street, New York 
City, is a line of rattan mannequins and 
forms. Photos and information will be sent 
upon request. 








different | 


COLO: LUM 


DISPLAY t1Gae 


NEW ROTATING 
"LIVING COLORS” 


OR DRAMATIC STATIONARY COLOR 


For imaginative = CciristMAS TREE LIGHTING 


Sighting MERCHANDISE DISPLAY 


SHOW WINDOWS 
ry SPECIAL EFFECTS 
feels CONVENTION EXHIBITS. 
HEAT RESISTANT DIFFUSING TYPE GLASS LENSES 
RED « GREEN © AMBER © RED © BLUE « CLEAR 
3-WAY SWITCH CONTROL 


DRAMATIC SELECTED STATIONARY COLOR. Any 
of the six lenses can be positioned for selected color. 


ROTATING "LIVING COLORS". The six tenses of 
the motorized COL-O-LUM 

make one revolution 

every minute. 


ON & OFF 
CONTROL 


Slip Clutch 
For 
Indexing 


ALL 

ANGLE 7 
SWIVEL-ARC 
POSITIONING 


# 
Write 
| for 


Patents Pending 








STETSON MANUFACTURING CO 
1223 CIRCLE AVE 


FOREST PARK. ILLINOIS 





recently formed to 


Designed and made with the skill and 
aftistry that 30 years in the field of 
fine cut wood letters brings. Extra 
FREE bonus: Style and price sheet 
= showing vast selection of sizes and 
* designs. Write deena 


| : | 
12-114 N. 9th St., Phild. 7, Pa. 
Wao erry *\ WAlnut (2-493 | 














FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 
FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











rae & CHROMIUM meme 


for every purpose Since 1900 


PORTABLE © STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 


27 LUDLOW ST. NYC 2.N Y WAlker 5-6300 











Society For Savings, Hartford, Conn. 1819 
rent 
COSTUMES OF YESTERDAY 
Original and Authentic 


KATHERINE BURR FLEMING 


New address: 
412 MAIN STREET NIANTIC, CONN. 


Welcome to Our Own Place! 














PERMALIFE 


Angel Hair 


10 HEAVENLY COLORS 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


BIG PANELS OF 
eo SPUN GLASS 
viries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 








MANZANITA! 
MANZANITA! 
MANZANITA! 
Natural and Sandblasted 


From 12" to 72" in height 
1960 price list. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 


Send for our September 1, 


Fontana, Calif. 








SNOW 


Styrofoam — Plastic — Frostee 

Tinsel, Diamond Dust, Mica Canes, 

Bells, Vinyl Santa Claus, Wood 
Flakes, Chips, Sand, Gravel 


These materials available through 
your local Jobber. If necessary, 
write direct for 1960-61 catalogue. 


National Display Materials 


65 North Sixth Street Brooklyn 11, N. Y. 








DECORATIVE FOILS 


K P Expanded Aluminum Foil, R P Ex 
panded Puffing Foil, R P Unexpanded Foil, 
R P Non-Expandable Foil, R P Base Metal 
Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 
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OST displaymen think in terms otf 
fruit when plannning their 
displays, 


autumn 
because it exemplifies the 
capably, but Jay 
display manager ot Richard Shops, 
had the brilliant idea of using cans ot fruit 
The window display 


harvest season so 


shown here has a 
curved background consisting of 2,000 cans 
of apples. Thin natural wood rods hold them 
in place. 


The floor consists of polished wood slats, 
screwed down with gold-headed nails. For 


the purpose of this display, the floor has 
been made in two levels, with a modern step 
in between. To give an air of lightness, the 
edge of the platform has been painted black, 
with white supporting rods. 


Natural Spanish reed mats give a soft 


Dick, 


London. 


floor and complement the mer- 
chandise. The 


ness to the 
display is completed with 
brass oil lamps and a brass preserve pan 
filled with fruit. The sign reads, “We are 
Fashion Harvest at 


having a wondertul 


Richard Shops this Autumn!” 

This display was chosen by the editorial 
staff of DISPLAY WORLD as its choice 
for Display of the Month from entries re- 
ceived during September in the 1960 In- 
sponsored by 
the publication. Mr. Dick will receive a Gold 
Medal. 


For complete 


ternational Display Contest 


information about the 1960 
contest and a complete list of the 65 mer- 
chandise, institutional and service classifi- 
cations please turn to page 8 of this issue. 





Jules Mayer Dies 
On September 19 

On September 19 at the Suburban Hospital 
in Cleveland, death claimed Jules Mayer, 
prominent salesman for The Greneker Cor- 
poration and brother ot Max, sales manager 
of the firm. He was 49 years old. 

He is survived by his wife Ruth and five- 


— Jules Mayer — 


year-old daughter Desiree, living at 770 
Bishop Road, Cleveland. 

After fleeing concentration camps in Eu- 
rope, he spent from 1941 to 1946 in the 
Dominican Republic. After the war, he came 
to this country and worked for Decorative 
Plant Corp., New York City, for two years. 
He then joined Greneker and was a salesman 
for this firm for the past 12 years, covering 
Ohio, Pennsylvania, Kentucky, Indiana and 
parts of New York. 

His loss is felt not only by his family and 
the firm he represented, but by the many 
friends he made throughout the industry and 
profession. 


Jewelry Article Delayed 


Part Four of the series of articles entitled 
“Better Presentation of Jewelry Displays” by 
Thomas H. Lewis, scheduled for this issue, 
has been delayed until the December issue. 


DISPLAY WORLD 








DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 


GORDON KEITH ORIGINALS 


553 Wager Street, Columbus 5, Ohio 
SPRING MARKET WEEK—tTrade Show Bldg., Room 210 


Due to a rearrangement of large territories, we have excellent opportunities 
for qualified salesmen in certain areas. The salesman must live somewhere 
in his area and be able to give it complete coverage through each season. 
The following areas are open: 
REA No. 1: Florida, Georgia, Alabama, and Mississipp!. 
AREA No. 2: Texas, Oklahoma, Kansas, Missouri, Arkansas, 
Louisiana. 
AREA No. 3: Oregon, Washington and Idaho. 
AREA No. 4: California. 
FOR DETAILS, PLEASE WRITE TO: 


MR. LOUIS FOUNTAS, Sales Manager 


All replies confidential. (No jobbers, Please) 














WANTED 


Display Artist. Young man 
with fashion background—neat 
—fast—not afraid of work in 
good spirited department. Send 
photos, portfoliv, resumé and 
salary requirements to 


ROY MELTON 
The Marston Company 


Fifth at C Street 
San Diego, Calif. 


8 Animated Displays for Shopping Center 


12 ft. high castles fullround with & different Fairy tale scenes 

inside, animated, lighted, and weatherproof. 

TO BE SOLD AT % PRICE AFTER JANUARY 1, 1961 
For sketches and information, write 


California Designers 
11103 MISSOURI AVE. LOS ANGELES 2, CALIF. 
GRanite 8-6244 


For Sale — Half Price 


Beautiful Xmas Display Unit 
9 ft. x 12 ft. x 10 ft. high 


Can be used in windows or interior. 
Consists of a pink lighted canopy of 
white glitter glo-garland on white 
wrought iron frame, supported by 8 
pink and white tube posts topped off 
with elegant white plumes. A styl- 
ized Santa holds the reins of a 
stylized deer. Overhead from the 
center of canopy revolves a Christmas 
attired girl figure, all in full relief. 
Also included is the pink and white 
harlequin facing for your platform. 
A Cook and Meier Original used only 
one season. Cost $685.00 - now 
$342.50. F.O.B. Cincinnati, Ohio 
Write 


J. C. Penney Co. 
6th & Race St. 
Cincinnati 2, Ohio 
Att’n: Norman Feldhaus 




















JOBBERS AND REPRESENTA- 
TIVES WANTED 

To sell te stores and national ac 

counts. Write for full details. 

SIVAMATIC MOTION DISPLAYS 


550 Fifth Ave., New York 36, N. Y. 
Plaza 7-644 


FOR SALE — ANNIVERSARY CAKE 


Outside use. 
A-1 Materials . .. Delivered .. . A-1 Condition 
Made in sections for easy assembly 
AVAILABLE FEBRUARY ist, 1961 
24 fit. x 16 ft. high . . . made on a 7 foot pitch... 51 lighted 
candles... '% Round... photos and price with details on request. 


DISPLAY MANAGER 
FRANKENBERGER’S 


CHARLESTON 28, WEST VIRGINIA 


STUDY 
WINDOW DISPLAY 


d AT HOME 

Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 


The KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 











WANTED 
Original Display Units produced 
in metal — sole U. K. license re- 
quired. Full details to— 
MESSRS. A. E. ARTHUR LTD. 
207/9 Gipsy Road, West Norwood, 
S.E.27. London, England 











SALESMEN WANTED — With an 
attractive and proven line of sea- 
sonal and non-seasonal window, in- 
terior props and decorations. Must 
have good following in your terri- 
tory. 


Address BOX 11FG 
Care of DISPLAY WORLD 


SALESMEN WANTED 


with Dept. and Specialty Store following 
by manufacturer of outstanding line of 
Promotional Novelties, Props, Artificial 


Flowers. Well established territories East 
Coast, South West and Central States 
available. ‘op Commission Rates. 


Address BOX 11DE 
Care of DISPLAY WORLD 


SALESMEN DESIRED 


Three open territories: East 
coast, Washington to Boston: 
Pittsburgh, Cleveland and De- 
troit; St. Louis and Mid-west- 
ern states. Other area inquiries 
invited. Can sell non-conflict- 
ing lines. Sold nationally. 
Mirs. of display props and dec- 
oratives. 


General Display Corp. 


25 Opera Place 
Cincinnati 2, Ohio 














Salesmen Wanted—To handle a com- 
plete line of high grade, kiln dried 
wormy chestnut and pecky cypress 
display fixtures, combined with 
brass acces. Must have good follow- 
ing with dept. stores, other types of 
retail operations. Comm. good. 
Address BOX 11EF 
Care of DISPLAY WORLD 








ALL TYPES TELEVISION AND DISPLAY PROPS (USED) 
FOR SALE IN LOS ANGELES, CALIFORNIA 


Value in excess of $30,000.00. 
WILL SELL FOR $6,500.00. 


JOHN MILTON, 1408 South California Avenue, Compton, Calif. 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 72 





NOVEMBER, 1960 

















SPRING 1961 


Sales representation wanted. 
Kk xperienced full time or semi- 
retired salesmen with follow- 
ing to promote a compact bet- 
ter quality foliage and import 
novelty line. Straight comm. 
Other non-conflicting OK. The 
following areas open: N. E. 
States, Canada, Ohio, Chicago, 
Minneapolis, Denver, Salt 
lake, Texas and the So. West. 


Address Box 11AB 


Care of DISPLAY WORLD 








SALES MANAGER 


For Executive sales position 
with national manufacturer of 
wire forms and wire racks. 
Preterably one who has full 
knowledge in wire 
held, car 


display 

Write, 

stating age and experience. 
Address Box 11CD 


Care of DISPLAY WORLD 


necessaf’ry. 








WANTED 


Do you have something that 
is new and different? 
@ Desire good foliage line 
@ Custom made props, or 
novelties 


Exclusive for the New 
England Area 


Old firm, well established. 


Address Box 11GH 


Care of DISPLAY WORLD 


FOR SALE 


(For Next Christmas) 
Mechanical Christmas window dis 
play in good condition $750.00 

Photos on request. 
E. M. SCARBROUGH & SONS 

512 Congress Avenue 

Austin, Texas 














Experienced Displayman Available. 
Trained in Denmark. 11 years total 
experience. Now with firm in So. 
We. Africa, responsible for 18 dept. 
store windows. Can furnish ret. & 
photos. Has applied for visas. 


Address BOX 11BC 
Care of DISPLAY WORLD 








Stensgaard Catalogue 
Features Open Selling 


must be 
Gilbert 


well as that of each 
given). The Display 
Ave., 


address, as 


Publishing Co., 407 
Cincinnati, Ohio. H. C. 





individual member, 


Menetee, 


Nathan Silverblatt, and David R. Swormstedt, all oft 
407 Gilbert Ave., Cincinnati, Ohio; Stella F. Silve: 
blatt, 7360 Brookcrest Dr., Cincinnati, Ohio; Helen 
Swormstedt, 6600 Sorrell Lane, Cincinnati, Ohio, and 
Betty J. Ahrens, 1310 Ault View, Cincinnati, Ohio 

§. The known bondholders, mortgagees, and othe: 
security holders owning or holding 1 per cent or 
more of total amount of bonds, mortgages, or other 
securities are: (lf there are none, so state.) NONE 

4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the 
books of the company as trustee or in any other 
fiduciary relation, the name of the person or co1 
poration tor whom such trustee is acting; also the 
statements in the two paragraphs show the affant’s 
full knowledge and belief as to the circumstances 
and conditions under which stockholders and se 
curity holders who do not appear upon the books 
of the company as trustee, hold stock and securi 
ties in a capacity other than that of a bona fide 
owner. 

5. The average number of copies of each issue of 
this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the 
12 months preceding the date shown above was 
(This information is required by the act of June 
STATEMENT REQUIRED BY THE ACT OF 11, 1960 to be included in all statements regardless 
ADGUEH SiMe AR AMBNDED BEBE ACT® teqneny of ane) 

; ; DJ diye we : et | 
11, 1960 (74 STAT. 208) SHOWING THE bie ta, Ce ee eee a te ae 
OWNERSHIP, MANAGEMENT, en Cae od pile tcc 
AND CIRCULATION OF : rey 


A comprehensive catalogue of the latest 
fixtures and displays produced by W. L. 
Stensgaard and Associates, Inc., 346 N. 
Justine street, Chicago 7, Ill, has just been 
issued. Entitled “Modern Selling is Planned 
Open Selling,” the 28-page booklet tells the 
success story of self-selection fixtures and 
dramatic store decor. 

According to W. L. Stensgaard, “the cata- 
logue represents years of constant study and 
work not only to accomplish an improved 
compatible system of fixturing but to change 
the habits of selling from the old inefficient 
showcases to that of an attractive, efficient 
presentation of merchandise for the benefit 
of both the customer and the retailer.” 


Scheff 


Two Executives Appointed 
By American Glass Tinting 

Bertram R. Scheff has appointed 
manager of the New Dealer Division, and 
William E. Frith has been appointed con- 
troller for American Glass Tinting Corp., 
the Houston-headquartered international dis 
tributor of a new glass tinting product de 
veloped and manufactured by DuPont. 

| ' edt > . DISPLAY WORLD, published monthly at Cincin 

American Glass Tinting President Monte nati, Ohio, for October 1, 1960. 
Ik Pendleton said Mr. Scheff will be in 1. The names and addresses of the publisher, 
aatatis | ommamditae the d matte dealer editor, managing editor, and business managers 
Cnar gee ol expan Ing the <¢ Oumae Sti ageaiel are: Publisher, The Display Publishing Co., 407 
network for the rapidly-growing firm, and 


Gilbert Ave., Cincinnati, Ohio; editor, Paul T 

. . Knz , 407 Gilbert Ave., Cincinnati, Ohio; managing 

Mr. Frith will head up all fiscal and bud oP Sei ry hee 7 he eon ig 
getary activities. 


been 


DONALD E. STONE 


Notary Public, Hamilton County, Ohio 
(My commission expires April 2, 1961.) 


Three Christmas Designs 
By Bemiss-Jason 


Three attractive Christmas designs = on 
Bemiss 
Palo 
They are: a giant candle 52 
a wreath 40 


leaves and red 


clear 
street, 


inches high and 16 inches wide; 
holly 


berries on a 6'4 inch by 25 foot valance. 


editor, Nathan Silverblatt, 407 Gilbert Ave., Cin 
cinnati, Ohio; business manager, Nathan Silver 
. < — . . . , } ‘ \7 > j " -—" e () 
American Glass Tinting Corp. is distribu- att, 40% Gilbert Ave., Cincinnati, Ohio. acetate are announced by 
Sa , 2. The owner is: (if owned by a corporation, its >>F ‘ 
tor for Sun-X Glass Tinting, a liquid plastic nange and address must be stated and also imme Jason Corporation, 3250 Ash 
which is flowed onto windows of all types diately thereunder the names and addresses ot Alto. Calif. 
“yt stockholders owning or holding 1 per cent or more 
to reduce heat, tade, and glare, providing of total amount of stock. If not owned by a cor 
the effectiveness and convenience of factory poration, the names and addresses of the ind: inches square and 
2 vidual owners must be given. If owned by a part 
tinted glass at Jess cost. nership or other unincorporated firm, its name and 








dvertising Index—November, 1960 


This advertiser’s index is provided as an additional service. 


The publisher does not assume any liability for errors or omissions 


Dublite Collar Co., The 
Ever Style Display Co. 
Ferro-Craft 
Filjon, Ine. 


American Fixture, In 
American Glass Tintine Corp 
American Stage Equip. 

& lron Works 

Angelo Bros. Co Fleming, Katherine Burt 
Arnold Wood Turning Co., H Folhrage Co. of America 
Associated Display Design Fry Plastics laternational 
sarrango Co., ¢ Garrison-Wagner Co., The 
Bead Chain Co., The Hamberger, Inc., David 
Benson Co., Howard F Hansen Mfg. Co., A. L. 
Bliss Display Corp Heller Roberts Mig. Corp 
Bulkley Dunton & Co., In Herzberg-Robbins, Inc. 
allister, J. Herbert Imperial Mfrs. Reprs. Ohlhorst, R. A. 7 Van Arden Fabrics 
‘arpenter & Co., Inc., L. E Imperial Solarpaque Corp | Opportunity Exchange Vue-More Corp 
laremont Flock Corp Indola of Calif. 69 Pan America Art School Walters, Inc., Ben 
ohen Co., Art Jacobson Display. James H. 7 Parker Hdwe. Mig. Corp., Ss. Williams. Inc.. 1). (, 
Coronet Mig. Co Kenbury Glass Works Permalife Glass Fibers Wind-O-Lite 

Darling Co., L. .z Krimstock Bros. Potters Brothers, Inc. Wing's Success 
Decorative Plant Corp Kupfer, Inc., Julius Real Fountain Display Co Displays 

Display Arts Studio : Lor Sales Co Research Products Corp. 7 Wolf & Vine. Ine 
Display Equipment (x 3 Lumi-Plug Sales Corp Reynolds Electric Co 


Macton Machinery Co Rustic Furniture Co., In 69 
Madisonia Manikins, Inc. Sargent-Gerke Co. 55 
Malros Company Schack’s, Inc. ..Inside Front Covet 
Manhattan Wood Letter Co ) Showcard Machine _ 
Merkle-Korff Gear Co. ; Co. Inside Back Cov 
Morgan Co., The : South African Feather Co 
Morris of Calif., Russel Spartan ¢ ce Corp 

7 7 on Speci: 1€és muse 
McMahan Co., A. B. 7 Specialties House 
Nati 3 By Stensgaard & Assoc., Inc., W 
Na ona AAsSSOC lation 2 Stetson Mig. Co. 
Display Industries Tulnoy Lumber & Trim Co., Ine. 
National Display Materials 


Ulrich Brothers 
New York Mfrs. Group 2& 43 l. S. Mica Co., Ine 


{ 
( 
{ 
{ 


Back Covet 


Zaria Displays Q 











DISPLAY WORLD 





THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 
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® International award-winning Hermann Schlipphacke ... perhaps the greatest active display 


man, has singled out Wing's Success Display as being the fashion world’s most exciting and 
dramatic new merchandising system. 

\ir. Schlipphacke said, ‘Jn my experience I have seen many types of display equipment, but 
none can compare with the Wing system for high standards of craftsmanship, quality of material and 
fixtures are so beautifully designed and built that one must hesitate before 
covering them with even the finest garments. In working with the Wing system it becomes apparent tt 
lesigned with great forethought as to bringing out the most in displaymen’s own 1magination.”’ 


We are not all “champions” ... though with Wing’s Success equipment your displays too, 


creative flexibility. The 


vids { 





will take on that “‘award-winning look.” 
lf you haven't had the opportunity to view this dramatic equipment, call for an appointment 
with Mi at our suite in New York's Display Center . . . seventh floor, 400 Eighth Avenue (at 30th 
)in to see one of our friendly distributors. Our “‘Selling- 


- i rece plishments in the : , ° 

» DISPLAY WORLD'S Street)... 4 Hi kering 41-1418... o0rdroy 
ntest he won the silver plaque Power’ Manual is now available tor $5.00 
in 195)? t he sed al 

53 and 1954 


| (lal 


ee nee Nl . 1, a we “ ey my , 4 ' Manufactured and sold in the United States by 
i cleanin: siete oll tle, dllceatinns dteuaions , : > A WILSON RESEARCH CORPORATION 
medals 2001 Peninsula Drive + P.O. Box 5037 
Erie, Pennsylvania * TEmple 3-0112 


won both piaques and 


1 true cnhampior 


Wing’s Distributors: 
@ Baltimore: Baltimore Display Industries, Inc. @ Boston: Feine Trimming Co., Inc. @ Buffalo: Bison Display Fixture Co. @ Charlotte, N. C.: 
lay Materials @ Miemi: Morty Fay Displays, Inc. @ Pittsburgh: Art R. Cohen Co. @ Seattle: Rindler Display Center 


Thonrpson Disp! 


See the exciting Wing booth during the NADI show, Room 339, New York Trade Show Building, Dec. 4-8. 





